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Ball Games Wil! Be 


Amply Sponsored 


This Summer, Despite Higher Costs 


New York, April 13—This year 
as usual there is no shortage of ra- 
dio and television sponsors for big 
league baseball, despite the fact 
that clubs generally are asking 
more for the rights. 

Most of the veteran diamond ad- 
vertisers—Atlantic Refining Co., 
P. Ballantine & Sons, Gunther 
Brewing Co., Liggett & Myers To- 
bacco Co., etc.—will be in their 
usual places in the lineup when the 
season opens next week. In some 
cases, the broadcast series are al- 
ready under way, having started 
with exhibition games. 

Pace setter as a baseball sponsor 
is Atlantic, now in its 16th consec- 
utive year of covering the game. N. 
W. Ayer & Son coordinates this 
program. 


Included in the company’s line- 
up are broadcasts of the Philadel- 
phia Athletics over WIBG and the 
Phillies over WPEN, with Supplee- 
Wills-Jones Milk Co. (Ayer) and 
Ballantine (1. Walter Thompson 
Co.) as co-sponsors. Both will be 
fed to regional networks. 

Atlantic and Ballantine will 
share the costs of telecasts of the 
daytime home games of both Phil- 
adelphia clubs. The city’s three 
stations—WPTZ, WCAU-TV and 
WFIL-TV—will rotate the sched- 
ule. None of the stations was able 
to clear time for night contests be- 
cause of network commitments. 

All league games of the Pitts- 
burgh Pirates will be aired by live 
broadcasts at home and recon- 

(Continued on Page 70) 


Nielsen Contracts with ABC Net 
to Give Sponsors Marketing Help 


New York, April 13—In an ef- 
fort to find a stronger sales tool 
for radio, American Broadcasting 
Co. this week contracted for A. C. 


Nielsen Co.’s new marketing serv-| talent must be supplemented by | tion announcements and commer- 
ice, which is designed to furnish | } 


data to aid an advertiser in corre- 


| standard technique of selling net- 
work radio by showing its superi- 
ority over what competing net- 
| works have to offer in time and 


other considerations. 
| The researcher said radio sales- 


AFTER TWO YEARS—Glidden Co.'s feed 


mill will be featured in this ad next — 


Ww. 


month in Busi Week, k and 
Time, as part of Glidden’s renewed in- 
stitutional advertising. (Story on Page 43.) 


FCC Rule May Hurt 


All Specialized FM 


Station Services 


Wasuincton, April 12—The 
Federal Communications Commis- 
sion ruled today that broadcasters 
must not enter into agreements to 
provide “beep” signals which en- 
able public places to strain sta- 


cials out of programs. 
In letters to four FM stations 


lating his radio advertising with|men could profit from working| which have promoted “Functional 


his marketing and distribution | 
problems. 

Announcement of what Mr. 
Nielsen terms an “experimental 
service” was made at a _ press 
conference here.) 
Speaking on a) 
closed circuit 
two-way hookup 
from Chicago, 
Mr. Nielsen said: 

“The rapid 
growth of televi- | 
sion has created | 
special sales| 


dio, which must 
take specific and 
courageous steps | 


A. C. Nielsen 


solved.” 
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problems for ra- 


if they are to be | 


He expressed the belief that the | 


al 
| fectiveness 


more closely with advertisers and | 
| their agencies on their over-all 
marketing problems. To sell an} 
advertiser, in view of the increased 
competition—between products | 


Music” service to restaurants and 
other subscribers, FCC said the 
elimination of station identifica- 
tion announcements by beep sig- 
nals violates sections of the Com- 


CBS Radio Rates Cut 
10-15% Effective July ! 


Hartigan Finds 
Readership Data 


Over-Emphasized 


New York, April 12—Over-em-_| 


phasis placed on results of reader- 
ship studies and surveys was de- 
| plored today by Joseph J. Harti- 
|}gan, vice-president 
director of Campbell-Ewald Co., 
| Detroit, who declared that “one | 
| should not take them too seriously | 
without applying good old common 
| horse sense.” 

| “I sometimes feel,” he told the 
New York chapter of the Ameri- 
can Assn. of Newspaper Repre- 
sentatives, “that there is a cold 
war being waged 
by some un- 
knowns who de- 
veloped an un- 
sound quirk or 
idea, and sold it 
to publishers. I 
am referring to 
research and 
studies which are 
‘peddied’ in too 
many instances.” 


e Mr. Hartigan, 
who said he was 
| not opposed to research or studies, 
said it sometimes happens that a 


}and from television—for radio’s| munications Act on station identi-| publisher's salesman tells him he 


| business, radio salesmen should | 
understand the sponsor’s problems | 
and know how the skilful applica- | 
tion of radio can help solve them, 
he added. 

“Nielsen Marketing Service,” it) 
was stated, “will make available to 
ABC the consulting services of 

| Nielsen executives and certain 
types of information derived from 
| the Nielsen food, drug and con-| 
sumer index services, which are 
used continuously by several hun- 
dred leading corporations.” 

ABC, as the first subscriber to| 
the new service, will work closely | 
| with Nielsen in the “cooperative | 
|experiment,” but the service is| 
| available to all four major radio | 
| networks. The researcher said the 
exact scope of the service would be | 

defined more precisely “as practi- 
wal cal experience is accumulated.” 
| 
© 
|the Nielsen data would be put, 


In discussing the uses to which 


34| Robert Saudek, ABC vice-presi-_ 


dent, listed the following: 
1. To evaluate radio’s sales ef- 
in comparison with 


other media, including television. | 


6;| 2. To analyze retail sales curves 


in combination with the seasonal 

| curves in advertising. (Does an ad-| 
| vertiser lose business by taking a 
| summer hiatus from radio?) 

3. To study the effectiveness of 
using radio in conjunction with 
other media. 

4. To determine if a program is 
reaching those people who are the 
sponsored product’s best potential 


(Continued on Page 85) 


fication. 

The FCC also ruled that “sub- 
scribers” must be logged as “spon- 
sors,” and that all Functional Mu- 


commercial time periods. 
The commission said it sympa- 
(Continued on Page 4) 


|has eight readers for every copy 
of his publication. The competi- 
tion, meanwhile, points to a study 
showing it has five readers per 


| sic broadcasts must be classified as copy. The media director, who said 


| he operates on the basis that 95% 
of the research studies are done 
(Continued on Page 86) 


and media} “ 
| Selling the competition in the field 


Last Minute News Flashes 


Kelly-Kramer, N. Y. Agency, Liquidates 


New York, April 13—Kelly-Kramer, advertising and public rela- 
tions agency, will liquidate next week. All accounts will be transferred 


to other agencies, James F. Kelly 
members to the armed forces is 


told AA. The loss of reservist staff 
given as the main reason for the 


agency’s dissolution. Mr. Kelly, formerly president, has joined the 


| creative staff of Erwin, Wasey & 


Co., and Howard W. Kramer, for- 


merly vice-president, has become advertising and public relations di- 
rector of Cunard White Star Lines. He replaces W. J. Mulligan, who 


| has been transferred to the general passenger department. 


Mansfield Tire & Rubber Names Buchen Co. 


MANsFIELD, O., April 13—-Mansfield Tire & Rubber Co., whose Mans- 
field and Century tires have not been advertised in national magazines 
since 1927, has appointed the Buchen Co., Chicago, to handle future 
advertising. A broad-gauge program, designed to increase public recog- 


nition of Mansfield’s brand names, 


is now in preparation. 


Hudnut Appoints D-F-S for New Cosmetic 

New York, April 13—Hudnut Sales Co., a subsidiary of William R. 
Warner & Co., is planning to bring out a new cosmetic product which 
will be handled by Dancer-Fitzgerald-Sample. The unnamed product is 
reported to be a hair coloring which will compete with Tintair and with our stations first,” Mr. Stan- 


other similar products. 


Virginia Parks Inc. Appoints Baker Advertising 


Cuicaco, April 13—Virginia Parks Inc., cosmetic manufacturer, has| And though nobody is especially 
appointed Erle Baker Advertising to direct its account. LeVally Inc. | pleased with having to cut rates, 


formerly handled the promotion. 


(Additional News Flashes on Page 87) 


Affects 1-11 P.M. Time 
and All Market Areas; 
Stanton Explains Move 


NEw York, April 13—In a sur- 

prise move Columbia Broadcast- 
| ing System has announced net- 
work radio rate reductions of 10% 
to 15%, effective July 1. 

As recently as March 19 when 
the Assn. of National Advertisers 
released its second study on the 
“reduction of radio values” in TV 
markets, CBS, which has been out- 


of network radio in recent months, 
| Was apparently standing firm 
i—_ against all efforts to cut radio time 


At that time the network was 
running full-page copy asking the 
question, “What’s the right time to 
cut down on radio?”—and answer- 
ing it with, “When any other ma- 
jor advertising medium reaches 
more people per dollar.” 


@ Apparently Columbia execu- 
tives are convinced that AM rate 
reductions are inevitable and that 
CBS might as well keep one step 
ahead of the competition by mak- 
ing the move now. 

Although most of the discussion 
concerning rate reductions has 
been concerned mainly with night- 
time hours, the CBS revised sched- 
ule calls for reductions of 10% 
from 1 to 8 p.m., 15% from 8 
to 10:30 p.m., and 10% from 10:30 
to 11 p.m. (all times are EST). 
This decrease is across the board 
and not confined, as some people 
had expected radio’s first conces- 
sions to be, to areas affected by 
television. 


s In making the announcement, 
Frank Stanton, president of CBS, 
said in a letter to agencies: 

“These steps apply to all stations 
on the CBS radio network with 
whom we have contractual rights 
to make such changes. We are ne- 
gotiating with our other stations 
and are confident these rate 
changes will be effective on vir- 
tually our entire network.” 

The purpose, according to Mr. 
Stanton, is to “increase still 
further the values of CBS net- 
work radio, which today stands as 
the country’s single most compre- 
hensive and efficient advertising 
medium.” 

Columbia has contractual rights 
for rate reductions with approxi- 
mately 150 radio stations and is 
negotiating for the move with 
about 30 others, he said. 

The move followed a meeting 
with the CBS affiliates or 
board here. 


es “We thought the fairest thing 
a to talk the problem through 


| ton told Apvertisine Acer. “The af- 
filiates board was most coopera- 
tive, patient and sympathetic. 


| it seemed best to go ahead with it 
| (Continued on Page 87) 
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Westinghouse Won't 
Cut Appliance Ads, 
Despite Shortages 


MANSFIELD, O., April 12—-Despite 
uncertainties in the appliance in- 
dustry this year, Westinghouse 
Electric Corp.'s electrical appliance 
division will continue aggressive 
advertising, and is urging dealers 
to keep up a strong local effort to 
increase prestige and protect their 
competitive position. 

T. J. Newcomb, division sales 
manager, said that Westinghouse 
would be foolish to weaken its 
position in the field, especially in 
view of last year’s alltime record 
production of appliances. 

He outlined the appliance divi- 
sion's plans as follows: 

1. It will continue to use maga- 
zines, television, newspapers and 
other media adapted to the current 
situation. It also will continue to 
produce displays, promotions and 
campaign and point of sale mate- 
rials for dealers. 


2. It plans to keep its name be- 
fore the public in every way pos- 
sible. 

3. It will continue to make every 
effort to assure equitable distribu- 
tion of merchandise to its dealers. 


Dairy Group Names Ricksham 

R. I. Ricksham, national mer- 
chandising director of the Ameri- 
can Dairy Assn., Chicago, has been 
appointed to the new post of as- 
sistant general manager of the as- 
sociation. He will have joint di- 
rection of membership and mer- 
chandising activities in cooperation 
with the state units of the associa- 
tion from coast to coast. 


Tintair Transfers Wasserman 

Harry B. Wasserman, sales man- 
ager for New England division 
sales of Tintair, has been trans- 
ferred to the New York division in 
the same capacity. 


Donnelley Appoints Skelly 

Bert Skelly, formerly advertis- 
ing manager of Autocall Corp., 
Shelby, O., has been named an ac- 
count executive of Lee Donnelley 
Co., Cleveland agency. 


Special Legislation 
Necessary to Combat 
Radio Frauds: Coy 


WaAsHINGTON, April 10—Warning 
that the use of radio to perpetrate 
frauds has increased “to what we 
believe is an alarming degree,” 
Federal Communications Commis- 
sion Chairman Wayne Coy asked 
a House judiciary subcommittee 
today to approve special legislation | 
making it a crime for any person 
to obtain money or property under | 
false pretenses by means of radio 
or television. He expressed fear 
that frauds will increase as aural 
stations try to bulwark declining | 
revenues in competition with TV. | 

A statement which was read to} 
the committee by FCC General | 
Counsel Benedict Cattone for 
Chairman Coy, who was appearing 
before another committee, said 
local laws, mail fraud statutes and 
Federal Trade Commission pro- 
cedures were not geared to the 
radio fraud, “which is usually a 
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PREFAB 
EXHIBITS 


CAPEX COMPANY, INC. 


615 South Boulevard, EVANSTON, ILL. 


ecity individue’ 


Y° from oP 


This 20 ff. Nystrom exhibit, nearing 
completion in our ‘large, modern plont, 
included extra disploy tables, black 
light unit, etc., cost slightly over $400. 


PREFABRICATED CONSTRUCTION 
: FROM 100 BASIC ELEMENTS 
SAVES TIME AND MONEY 


Here’s an exhibit display that “looks expensive” yet 
costs a fraction of what you'd expect. It’s a colorful 
Capex Prefab Display made of sturdy, lightweight 


RIGICOR . . . a quality board developed especially 


from 


with- 


for display construction. The BIG part of the saving 
on Capex exhibits is made possible by modern pro- 
duction methods! You select a basic style from twenty- 


two modern designs. Alterations and additions as nec- 


within 


essary are nade to custom-fit your space and product 
requirements. Every facility is available for name 


lighting—spotlights—product display—special copy 
—everything at moderate cost. All costly engineering 
and skilled labor operations are eliminated when you 
buy Capex Prefab Displays! The shipping costs are 
very low—and NO INSTALLATION COSTS! 


Write today for FREE port- 
folio of sketches and pho 
tographs of prefabs we've 
made— including those for 
mony BIG companies! 


AGENCIES: 


Help clients make exhibit dollars go farther. Write for details on the Capex agency-representotion pian. 


short, intensive advertising cam- 
paign and is not designed to con- 
tinue over a long period of time.” 


e Among the evils mentioned in 
the statement was “bait advertis- 
ing.” According to Chairman Coy, 
“Listeners are offered rebuilt sew- 
ing machines and vacuum cleaners. 
In such schemes, the listeners are 
asked to telephone to the spon- 
soring company and, after the call 
is made, a salesman comes to their 
home. 

“Sometimes the listener finds 
that the company is not actually 
selling the ‘bargain’ machine 
which has been advertised, but 
only has a far more expensive 
model. Other times, the listener 
purchases a machine from the 
salesman, relying on the repre- 
sentations made over the radio, 
and finds that these representa- 
tions were completely fraudulent. 
In many of the latter instances, 
the purchaser has found that the 
company will fail to honor a 
money-back guarantee.” 

Chairman Coy reported that 
radio commercials offering com- 
plete servicing for television re- 
ceivers on a stipulated yearly fee 
are sometimes fraudulent. 


es “The scheme calls for set own- 
ers to telephone the servicing 
company which then sends a rep- 
resentative to the person’s home 
to inspect the set and collect the 
fee. The servicing company then 
fails, in whole or in part, to live 
up to the agreement.” 

Justin Miller, chairman and 
general counsel of the National 
Assn. of Broadcasters, objected to 
language in the bill which makes 
the broadcaster as well as the ad- 
vertiser responsible for the fraud. 

Asserting that the provision is 
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TAX FREE—This 150-line ad, placed in 
six newspapers in New York, Chicago 
and Boston, brought in more than 2,500 
replies, some from company presidents 
in the $50,000 class who are feeling the 
tax pinch. As of this writing, the job, 
which is that of a genera! manager in o 
small Central American country for a 
idwest i iu house, remains 


unfilled. 


“discriminatory,” he said, “There 
is no more reason to hold the 
broadcaster responsible than to 
hold telephone, telegraph and other 
such communications services as 
well as newspapers, magazines and 
other media.” 


Hogue Joins Headley-Reed 


Richard P. Hogue, formerly an 
account executive of American 
Broadcasting Co. in both network 
and spot sales, has joined the sales 
staff of Headley-Reed Co., radio 
and television representative. Mar- 
ilynn Doxsee has been named a 
research assistant in the promotion 
and research department. 
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"This is the size we make for the 
Growing Greensboro Market!" 


. . And speaking of size, the 12-County Growing Greensboro 
Market is the big action-market in North Carolina — where 
one-sixth of the state’s people made over one-fifth of North 
Carolina’s retail purchases in 1949! . . The Greensboro Metro- 
politan Area ranks 10th in the nation in per cent increase in 
retail sales, 1939 to 1949! This is the market you need if 
you’re looking for high calibre sales action with a BANG! 
And you can get it-—economically and quickly, with the 
GREENSBORO NEWS and RECORD’s 100,000 circulation . . 


The only medium with 70°/, coverage in the Greensboro 12-County 
ABC Market, and selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro . 
News and Kecord 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 
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To get the sales volume 


you need, get the facts of the 


Today’s pattern in retailing— 
fewer brands per classification, 
increasing reliance on self serv- 
ice; closer attention to turnover 
and volume—reveals the inade- 
quacy of “token” advertising. 

What retailers want to sell is 
what their customers want to 
buy. They cannot be expected 
to stock and push a line with 
only a smattering of advertising 
behind it. 

To keep up with the changes 
in retailing, advertising must 
build a consumer franchise—en- 
joyment of an important share 
of the day-in, day-out buying 
by consumers. It must bring 
enough pressure on consumers 


Chicago Tribune 
onsumer-Franchise Plan 


to keep them buying your brand 
in the face of competitive pro- 
motion. 

To help advertisers in the Chi- 
cago market, the Chicago Trib- 
une has developed a sound pro- 
cedure that can develop the con- 
sumer franchise for your brand 
that will get it stocked and pushed 
by retailers. It is based on the re- 
tailer's need and point of view. 
It results in larger orders and 
savings in delivery costs. 

Developed for use in Chicago 
and highly productive here, the 
plan can be used in any market. 
It gives you the benefit of the re- 
tailer’s own promotion without 
resort to deals or cut prices. It 


works in the big-unit field as well 
as in the packaged-goods field. 

Here is a plan that you can 
use to get immediate saies vol- 
ume. It can give you a strong 
market position for future expan- 
sion. It will strengthen your pres- 
ent methods. It will win the sup- 
port of your sales staff and dis- 
tributive organization. 

This is the kind of a program 
that has special appeal to execu- 
tives faced with high break-even 
points. If you want to know how 
it can be used in your business, 
a Tribune representative will be 
glad to tell you about it. Ask him 
to call. Do it now while the mat- 
ter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago 
A. W. Dreier 


New York City 
E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. 


CHICAGO TRIBUNE REPRESENTATIVES: 
Detroit San Francisco 


Penobscot Bldg. 155 Montgomery St. 


Los 
Fitzpatrick & Chamberlin . 


geles 
trick & Chamberlin 
Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Timken Promotes Peterson 

Norman H. Peterson, copywriter 
in the advertising department of 
Timken Roller Bearing Co., Can- 
ton, O., has been appointed assist- 
ant advertising manager. 


Gilbert Advertising Moves 

Gilbert Advertising Agency, 
New York, is now located in new 
offices at 26 W. 47th St. 


i 


COPY AND 
CONSULTATION 
FOR AGENCIES 


113 WEST 577 STREET NEW YORK 19 PL 7.6616 
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FCC Rule May Hurt 
All Specialized FM 


Station Services 


(Continued from Page 1) 
thized with the efforts of FM 


| control, and to remain free to al- 
| ter your service as the changing 
needs of the public in your area 
| may require.” 

| The stations—WRLD-FM, Mi- 
ami; WACE-FM, Chicopee, Mass.; 
WFMF, Chicago; and KDFC, 
Sausalito, Cal.—were given until 


Majority of Senate 


Advertising Age, April 16, 1951 


Committee Backs 


Plan for Postal Costs Study 


WasHInctTon, April 12—Mem- 


broadcasters to find a method for| April 30 to “show how they in-| bers of the Senate post office com- 


maintaining the solvency of their 
operations, but that “the beep 
services in which you are presently 
engaged are inconsistent with ba- 
‘sic statutory and administrative 
duties incumbent upon licensees.” 


@ The FCC pointed to contractual 
arrangements requiring planned 
music broadcasts for stipulated 
periods. “In the light of the pro- 
tracted—or indefinite—future pe- 
riods during which you are bound, 
under the relevant agreements, to 
provide this specific type of pro- 
gram service during such a sub- 
stantial portion of the broadcast 
day, these arrangements must be 
considered an invalid abdication 
of your duty as a licensee to re- 
| tain discretion, responsibility and 


tend to achieve compliance.” 


| mittee appeared to be thinking this 


patterned after a plan developed 
last summer by former Sen. Frank 
Leahy (D., R. I.), Senator Carlson 


The commission said it is con-| Week in terms of a moderate rate| said he is convinced from testi- 


tinuing its study of other phases 
of beep operations, to determine 
whether such operations are point- 
to-point communications not au- 
| thorized by the broadcast rules. 


M&M Wood Names Ellicott 

Harold C. Ellicott, formerly with 
Willamette National Lumber Co., 
Foster, Ore., has been named ad- 
vertising and publicity director 
of M & M Wood Working Co., 
Portland, Ore. 


Richardson to Gray & Rogers 

| Thomas D. Richardson Co., Phil- 
| adelphia, has named Gray & Rog- 
| ers, Philadelphia, to handle the ad- 
| vertising for its U-All-No mints 
‘and other candy products. 


| increase, coupled with a resolution 
providing for a thorough investi- 
| gation into postal operating and 
rate-making procedures. 
Impressed by the attacks by 
| publishing groups on the Post Of- 
| fice Department’s proposal for a 
/100% increase in rates in pub- 
lications and direct mail advertis- 
ing, eight of the 13 Senate com- 
mittee members lined up behind 
a resolution introduced by Sen. 
Frank Carlson (R., Kan.) es- 
tablishing a joint investigating 
| committee to develop long-range 
rate and operating policies for the 
department. 


} 
| 
|@ In introducing his resolution, 


in Washington, D.C. 
to SELL THE MOST 
| YOU MUST USE 


prove it... 


Sree 


THE POST... 
“customer coverage” 
| holds the answer... 
ask the Post to 


— 


Buying space in a four-newspaper 


city can be a complex problem, un- 


less you look beyond circulations, 


look for customers. “7 Answers to Customer Cover- 


age” shows the sure way to reach customers in 


the growing Metropolitan Washington market — 


7 surveys, 7 methods, 7 answers all pointing to 


the same conclusion. It takes only a few minutes 


to show. Ask the Post man for the facts! 


The Washington Post 


Represented by Sawyer, Ferguson, W alker Company—George D. Ciose, Inc. (Pacific ( 
Coast)—Metropolitan Sunday Newspapers—The Hal Winter Go. (Miami Beach) 


mony heard by the committee that 
more information is needed before 
any drastic increase would be 
justified. 

Among those supporting the 
Carlson resolution is Sen. Olin 
Johnston (D., S. C.), chairman of 
the Senate postal committee. 
Others were Sen. William Langer 
(R., N. D.), senior minority mem- 
ber of the committee, and Senators 
|John O. Pastore (D., R. L); 
Thomas R. Underwood (D., Ky.); 
Everett Dirksen (R., Ill.); Her- 
man Welker (R., Ida.); and John 
M. Butler (R., Md.), all freshman 
members of the committee. 


@ Though a majority of the com- 
mittee endorsed the idea of a 
study, the committee is expected 
to continue work on a rate bill for 
| this session. The long-term investi- 
| gation may eventually appear as 
a supplement to the rate bill. 

As the Senate committee listened 
to American Newspaper Publish- 
ers Assn., the Emergency Commit- 
tee of Small and Medium-Size 
Magazine Publishers, and other 
publishing groups which had al- 
ready appeared before the House 
committee, direct mail advertisers 
were having their say on the House 
side. 

Ed Mayer, of James Gray, told 
members of the House committee 
that direct mail advertisers re- 
lieve the Post Office Department 
of handling costs by sacking their 
bulk mailings, and by accepting 
handling in off hours. 


e Rejecting the proposal of the 
Postmaster General for 2¢ bulk 
rates, he said direct mail advertis- 
ers feel 14%4¢ would be a fair rate. 

With the House meeting at 11 
a.m. to debate the draft bill, the 
House committee fell behind. In- 
stead of ending its hearings this 
week, Chairman Tom Murray (D., 
Tenn.) extended the hearing 
schedule through Tuesday of next 
week. 

The Carlson resolution would 
require approval of the House as 
| well as the Senate. It calls for a 
joint committee consisting of three 
senators and three representatives 
to study: 

1. Methods and means of im-~- 
proving the service “so as to best 
promote social, commercial, and 
intellectual intercourse” among 
the people in all parts of the 
United States at reasonable rates. 

2. The extent to which deficits 
are justified for various services 
and classes of mail, “taking into 
consideration that the United 
States postal system is a service 
of the national government to all 
the people.” 

3. Procedures for reducing hand- 
ling costs. 

4. Rates for each class, “with due 
allowance in each class for care 
required, the degree of preferment, 
priority in handling, and economic 
value of the service rendered and 
the public interest served thereby.” 

4. Extent to which expenditures 
for government mail and other 
services shall be credited to the 
Post Office Department. 


FCC Okays Sale of WSAI 

The Federal Communications 
Commission has granted its ap- 
proval to the sale of WSAI, Cin- 
cinnati, by Marshall Field Enter- 
prises to the Fort Industry Co., 
Detroit. At the same time, Allen 
L. Haid, managing director of 
WMMN, a Fort Industry station 
in Fairmont, W. Va., was appointed 
vice-president and managing di- 
rector of the station. Although the 
purchase price has not been dis- 
closed, reports estimate it at nearly 
! $225,000. 
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long enough to sell millions of dollars of merchandise for such advertisers as Bulova Watch 
Co., Procter & Gamble, Oldsmobile Division-General Motors Corp., American Tobacco Co. ... 


long enough to reach the Jargest audiences in radio through station breaks adjacent to 
major network programs. 


long enough to sell any product, your product. In 20 seconds you can use a surprising 
amount of selling copy. 


For example: 


_MSCANN-ERICKSON, INC. RADI 


KEFELLER PLAZA, NEW 


4 <a . ot a 


AMERICAN SAFETY RAZOR CORPORATION RADIO SPOT 


SILVER STAR BLADES 20 SECONDS 
(MIMEO 3/23/51) 


ANCCR: It's two for free--so you can see..with the Silver Star 
Special! With every 10-blade Silver Star Dispenser, 
only 49 cents, you now get two additional blades free! 

Use those two free blades! If they don't prove to 
you Silver Star gives you the best shave ever, you get 
your money back! Try the razor blade your face 
ents 4, can't feel--Silver Star Double-Edge Razor Blades! al 


a 


\ 4 ee ma 


= “= —s o 
-—<—9* a = - o 


— (A typical eee 2-second station break. “Live” «tation breaks are limited to 4 words of copy.) 
American Safety Razor Corp., like hundreds of successful advertisers, finds 20-second station 
breaks to be one of radio’s most effective advertising devices. For mass audiences, long selling 
copy and low cost, start planning a station break schedule for your client today. The best place 
to begin is on one or more of the nation’s major stations represented by NBC SPOT SALES. 


] 
, WNBC New York 


 WMAQ 
WTAM 


NBC Spot Sales a 


NEW YORK CHICAGO CLEVELAND HOLLYWOOD SAN FRANCISCO KOA 


KNBC 


Chicago 
Cleveland 
Washington 


Schenectady — 
Albany —Troy 


Denver 


San Francisco 
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Three Join Keelor & Stites 

Francis X. McNerney has been 
named account executive of Keelor 
& Stites Co., Cincinnati agency. 
James M. Hogan and Elaine Sea- 
hill have joined the agency’s pro- 
duction department. 


Boaz to Selling Research 

Richard Boaz, formerly with the 
J. M. Mathes Co., has joined the 
store auditing staff of Selling Re- 
search Inc., New York. 


(_hategnaphy Reporting 


covered trom coast to coast nes 
= editoria! and research purposes. 


Write for booklet 
“KXLES proto-reponrine SERVIC! 


* PARK PLACE, WEWARK 2 nd 


Tobacco Dealers 


Ponder Tax Hike, 
Public Relations 


Curcaco, April 13—The problem 
of a proposed increase in excise 
taxes on tobacco products, and a 
concomitant problem of bettering 
public relations between the tobac- 
co industry and the public, held 
the spotlight at the 19th annual 
convention and merchandise fair 
of the National Assn. of Tobacco 
Distributors here this week. 

Paul M. Hahn, president of 
American Tobacco Co., blasted the 


proposal now before Congress to 
boost the federal tax on cigarets 
from 7¢ to 10¢ a pack, and to raise 
the tax on cigars by varying 
amounts, ranging up to 117%. 

“Few if any industries in the 
U. S.,” he said, “are the victims of 
such heavy excise taxes as those 
imposed on cigarets, cigars and 
other forms of tobacco. Few if any 
other products in such wide use 
already bear a federal tax burden 
of about half the manufacturer’s 
selling price, which is the present 
federal tax load on cigarets and 
apart from taxes levied by states 
and municipalities.” 


@ It is clear, he added, that any 
further increase in the taxation of 
tobacco products over the load the 
distributor now is carrying “is 


unfair to the consumer, unjustified 
as against the industry in all its 
branches, from tobacco farm to the 
retail store, and unwise from the 
standpoint of jeopardizing the 
government’s already enormous 
revenue from this source of taxa- 
tion.” 

Hitting hard at the tobacco in- 
dustry’s failure to tell its story to 
the public and to government, Mr. 
Hahn cited as an example the case 
of cigaret shortages during the last 
war. 

Failure of the government to 
classify tobacco products as essen- 
tial under the manpower regula- 
tions, Mr. Hahn said, “led to a 
serious problem for the tobacco in- 
dustry” and was the chief handi- 
cap 
up with demand.” 


“in the race to keep output | 


Women in Lincoln, Oma 
Council Bluffs USE the SAME Umbrella 


t 


| 


right. 


By RAYMOND BAUER 


PRESIDENT 


HOUSE OF BAUER 


ORIGINATORS OF 


“Candy that is Capturing America by the Bite” 


an 


Rain or shine —day or night, women living in Omaha, 


Council Bluffs, and Lincoln use the same umbrella — the great 
50,000 watt umbrella of KFAB. That goes for ALL the women in the great Midwest Empire. 
Listening habits determine buying habits. What the women in Omaha, Council Bluffs 
buy, is also bought by the women in Lincoln because they listen to KFAB. That is why adver- 
tisers who demand a low selling cost in ONE big market use KFAB. 
KFAB is the only station which can deliver these 3 markets as ONE big market! Advertisers 
know that the 3 markets are ONE big market because many of the wholesalers serve all 3 cities 
with daily contacts to retail outlets. Specialty and missionary sales work is equally as easily 
handled. Shipping facilities are among the best! Thus, in using KFAB, where the women “all 
use the SAME umbrellas”, buying habits are formed at a low cost and marketing facilities are 


This all adds up to reduced selling expenditures! 
If you want to reach, with less effort and fewer dollars, the majority of women in the Mid- 
west Empire, be “umbrella-wise” and buy KFAB, the Midwest Empire station. 


Advertising Age, April 16, 


1951 


Joseph Kolodny, managing di- 
rector of the association, and pres- 
ident, Jersey City Tobacco Co., 
said Wednesday that one basic re- 
sponsibility of business men en- 
gaged in wholesaling is to educate 
the country on the indispensability 
of wholesaling. 

“We have, until recently, been 
utterly remiss,” he said, “in point- 
ing out and demonstrating to legis- 
lators, scholars and the public that 
the wholesale function reduces in- 
stead of increases the costs to the 
consumers.” 

Mr. Kolodny warned against an 
even partial disbanding or reduc- 
tion of sales personnel and sales 
effectiveness. “It would be 
thoughtless and even hazardous to 
weaken our selling efforts even 
the slightest,” he said. “If any- 

thing, we should even further re- 
| vitalize our sales efforts and tech- 
| niques.” 


e Evidence that the nation’s cigar 
producers and manufacturers will 
| underwrite the kind of nationwide 
ad programs, for both individual 
brands and cigars in general, that 
| will progressively improve the 
public attitude toward cigar smok- 
| ing was outlined Tuesday by Har- 
|}old F. Douglas, vice-president of 
Benton & Bowles. 

| To back up his contention, Mr. 
| Douglas, who spoke as a member 
lof a 10-man cigar panel clinic, 
cited last summer's intra-industry 
| Cigar Enjoyment Parade, the great 
| increase in the Cigar Institute’s ad 
| budget (see Page 40), and the 
|increased promotional activity on 
|the part of Connecticut tobacco 
| growers. Benton & Bowles is the 
Cigar Institute's agency. 

At a candy clinic conducted 
| Thursday morning, Smith H. Cady 
|Jr.. merchandising manager of 
|Chase Candy Co. St. Louis, 
| stressed the importance of the to- 
bacco wholesaler to the candy 
manufacturer. “Candy manufac- 
} turers,” he said, “want to work 
| with wholesalers who will do the 
| job they simply can’t do—and that 
is to give the merchandise good 
re in more than one million 
| retail 
1U. S.” 


outlets for candy in the 


@ The NATD candy clinic featured 
merchandise set up on an actual 
candy counter, and utilized live 
| displays, point of purchase mate- 
}rial and modern merchandising 
cases. 

Harold Sprague, sales manager 
of W. F. Schrafft & Sons, Boston, 
| pointed out that a well-planned 
| candy department “makes a high 
js of sales per square foot of 
space,” and described candy as a 

“double-action” sales producer, in 
| that it “not only draws customers 
into the store, but also is responsi- 
ble for a large number of impulse 
sales” in other departments. 

The convention attracted an es- 
‘timated 10,500 tobacco wholesalers, 
manufacturers, retailers and grow- 
ers, according to Mr. Kolodny. 
A merchandise fair, held in con- 
junction with the convention, in- 
cluded exhibits by a record high 
of 400 companies displaying proa- 
ucts ranging from pipes and con- 
fectionery to wallets and chloro- 
phyll breath deodorants. 


MacManus, John & Adams 
Names Paul Foley V. P. 


Paul Foley has been named a 
vice-president of MacManus, John 
& Adams, Detroit 
agency. He will 
continue as ac- 
count executive 
on the Pontiac 
Motor division 
account, which 
has been a client 
of the agency 
since 1934. 

Prior to his 
present post Mr. 
Foley was group 
copy chief on the Paul Foley 
Pontiac account 
and previously on the Bendix 
Aviation Corp. account. 
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umped into the Florist and 
nocked over a contract— 


he taught me to Say it with 
FLOWERS-BY-WIRE 


He was just coming out of his shop; I was running for a train. We 


Re ee 


both were shaken up. I apologized by explaining that I'd missed the 


early train, and was bound to be late for a customer's sales meeting. 


“Why don’t you wire flowers?” he asked. “They're sure to arrive on 


time ...and there’s no more graceful way to explain.” 


I took his tip and the customer loved it. It taught me some- 


thing: the nicest way to ask for an order is to say it 
with FLOWERS-BY-WIRE. 


TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Michigan 


FLORISTS’ 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days « on anniversaries + on special events + asa “thank you" for the 


order +« on almost any business occasion + for those at home when you're away 


You can wire flowers to anywhere... from anywhere . more than 15,000 F.T,.D 


Look for the famous F.1.D. Mercury Emblem and Interflora Member Shops at your service! 


It identifies the right shops! 


Bp et ee | be > ee. hg ee Ee ee ee a per Se SF rea ay 
‘ae Se ra: dar > ee ie igs : = 4 gh eee eee ; fe we Rs ' 
Rot ot oe ee ee ev os re a sy UE = = oo ae i ; ‘SS ) Soe. |) Clean : , | nn BS a ee 8 
1S ry Me 
ea, 
. Eke 
; . AS 
ail me 
‘Fj ati 
ah te 
| — 1 ran 
ae = / Rt 
. a ‘4 tag 
S| y, : has 
Con i 2 hay 
i ee 4 A iat 
we : GZ > ie 
; 
~ «& } aor 
-’ € pe + 
» A) A ses 
. . we 
. a es: 
, ; a 
/ per " eo. 
| oP " <a rm, 
z eee ee ARG ey 
4 ‘ Bete éf ite ae We), +. 
a ; ae. fone a 
‘ Ler es . a, eee 5 oeuy 
ies en ao. ce ie: 
b Pegs Regt, ‘ = Adeinttes st eee ee Wat on: : 2 fe Z 
5 rete ates : ere ee “4 ie pant | 
| et. @ ee ea ees “ae 
‘ae Tee aa P ) a 5 Woik * eeeeaes E ‘ A 
* ae 4 2 ee eee es ae 
oe 3 ea ae - ot 
© ~ e 4 een ee aah 
Rh es Ca es Se ag a oo Ae age 
| | << — e 
4 ; ‘ ai ae aed . Rt 
x 5 La Pa ‘i hae sae s 

S a . aa . ae ee ae a0 yt ae 
} F ~ a eo, ee ee iG Rov 
i} - < aN eS ¥ » t | aa 4 ey il 
Ur aa ae EM 

} ‘ ee eee oan aus 
Sy : * : : fee: ee "pe 
} eS é YA ere oS eae ei ae ms. Ss. 
| h * -~ eh see 3 "7 i 

> ' oe Sh. Bed cee S o eF 
) } ‘ * F ' =» oe. ee : Shae 
. ae ae : 2 ' ; oT o> eee ea : os 
j ar \ Nie ‘. , a \ cw Joke ome h aa a 
: eA ae 
| | * ~~~ ed , \ - . > ‘ ne Sl ee : sg x 

oF . apace |e = 
5 ~~ : 3 acy a BSS 

} RE - EO *, a aes cA ; e ‘< 
) ae og are A yy Be sks aN ¥ 

c~ ~~ a + feb ae 
iq fe Bids : oF Med 2 SS i : 
| i. ~~ ~_ : - ry naa ™ a 
| < eS .g co ~~ f - wt - aa 
i ” : _ Aa — St 2. 
f : ~ ne . ge BP 
i J ai : SS Ts - % * “ ; : ay eae 
| Ps : 4 aaa r , #- Pre i ; ay " ae > ~~ eas 
’ f - fe ia a ae Z » : , ith 4 
a sf = ‘ : = rade 
' i dik: ay i 
= al yee i k 

\ Bien s o i | Bet 

os 7 = 4 | re * 
=~ a a | “" i 
; gis és y | ot} 
ne | ees 
: = | fe: 
, a oe 
— | . o- a 
| e's 
eres 
4, ‘ap 

ta 
a 
t ee 

; ie 
mers 
' A eee =e 
pee 
Ras 
ee pri 
q a b ag = Ae 
4 Pi oe ‘3 
et hs . Wy bw 
= xe 
i j a , oe 
a ‘ j toy a 
y ae — SL ee 
| ; “ Bons 8 
) ee ¥ 4 Pi, + 
ee ak Pre St: 
2 ee : Rae 
"Cen roame ‘ ete 
:, ae oy 
. EGR r fe! 
Aa el Pp, . ee 
s 7 ‘ Aaa Pated 
| oS ~Q om | ek 
—, . + 73 % ee ee Sa Eg 
J *, z ot an fis. 
fe) ; ras! "a act 7 me Pam 
} & in, . os Mi - . ie 
; ~< bape coe 
i é “ee a> 
Worldwide % ae 
ty q “eae 
% Te »* | pe 
Err a | aa oe 
4 i az oat 
7 a 
: eee 

if ae 
sos 
} eo, 
gt 
od — fat 
~ . - ees 
oS 2 ot ae : . Be ett 
[) en ec ty ade 4 i. ot a ea ph eee cee a eR oS 
he en ee Ce Raa on es os ee od ae. age Se fe Oe et ee Peo Bares Ph nie suka eran 
> eee ‘ey So oe imesh. 9-5 , ae a meee eed oe Go. Pe ee aa 


# 


REG CMTS Se 


Poe ety gee 
; 


Charles E. Wilson 
Added to NARTB 
Meeting Program 


Curcaco, April 12—Charles E. 
Wilson, director of the Office of 
Defense Mobilization, has accepted 
an invitation to speak here at the 
Thursday television luncheon dur- 
ing the 29th annual convention of 
the National Assn. of Radio and 


Save with $1.00 art 


$1 buys the prestige of top 
agemy art for your ad unde 1 our 
reproduction plan. Select from 4000 
subjects, pay only $1 for those you use 
Recognized agencies, Natl. Ad Mgrs 
write for free brochure, “use” agreement 


STIVERS STUDIO 


67 MAIN ST + SAM FRANCISCO 5. Cat: 


Television Broadcasters. 

With the addition of Mr. Wilson, 
who will address the group via a 
special DuMont TV hookup from 
Washington, the NARTB’s conven- 
tion agenda has been completed. 

The meetings this year have 
been planned with an eye on the 
expressed wishes of NARTB mem- 
bers. The main speakers on the 
program will discuss matters of 
immediate concern to the broad- 
casting industry, and shirtsleeve 
“workshop” sessions have been de- 
signed to provide forums for the 
discussion of major industry prob- 
lems. 


@ The engineering conference ses- 
sions, which normally precede the 
management meetings, this year 
will be held April 16-18, concur- 


rently with the management con- 
ference. 
In addition to Mr. Wilson, the! 
principal convention speakers in- 
clude Gen. Omar N. Bradley, 
chairman of the Joint Chiefs of 
Staff, who will discuss Korean 
problems and their effect on the 
U.S. at the Tuesday noon meeting; 
Wayne Coy, chairman of the Fed- 
eral Communications Commission, 
who will speak at the Wednesday 
luncheon; and Sen. Estes Kefauver 
(D., Tenn.), and Gen. David Sarn- 
off, board chairman of Radio Corp. 
|of America, who will address the 
|}annual dinner of the Radio Pio- 
| neers. 
| Broadcast Advertising Bureau 
| will open its Tuesday morning 
(April 17) sessions to “everyone in 
the radio industry—members and/| 


non-members of the National Assn. 
of Radio and Television Broadcast- 
ers alike—who stand to benefit by 
a strong and effective BAB.” 

The BAB president, William B. 
Ryan, this week announced the 
departure from the broadcasters’ 
traditional closed convention pro- 
cedure and forwarded invitations 
to all radio stations that are not 
members of the association. There 
will be no registration or other 
fees, he pointed out. 

In case there is a broadcaster 
who hasn't yet heard of Hadacol 
and Sen. Dudley LeBlanc, he will 
during the convention. Sen. Le- 
Blanc plans to fly up from Louisi- 
ana with a Dixieland jazz band and 
parade through the Stevens with 
the boys playing, “When the Saints 
Come Marching in.” 
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DVERTISING 


Another Record Performance for The Miami Herald and 
the Greater Miami Market! 


Again in 1950 The Miami Herald set the pace for 


the nation’s daily newspapers in Classified Advertising. 

The record 7-day total of 11,272,590 classified lines, 
reported by Media Records, is top-drawer proof that 
when it comes to readership and responsiveness you 


can't beat The 


It's a good indication, too, of the vitality of Greater 
Miami itself, -- a market that keeps right on surpassing 
its own outstanding record of prosperity and year- 


round activit 


What better place, then, to market your wares than 
in the one medium that delivers an entire statewide 
audience of buying readers...The Miami Herald. 


Miami Herald. 


y- 


MIAMI -- An International Market 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Notional Reps. 


A. S. GRANT, 


Atlanta 


Affiliated Stations - WQAM, WQAM-FM 


Advertising Age, April 16, 1951 


‘Manheimer Takes 
Macfadden Helm 
Internationally 


New York, April 12—Irving S. 
Manheimer, head of a group which 
recently acquired control of Mac- 
fadden Publications, has been 
elected president of Macfadden 
Publications International. He suc- 
ceeds Carroll Rheinstrom, who re- 
signed (AA, April 9). 

Mr. Manheimer said that Miss 
W. M. Leonard, who has been with 
Macfadden International from its 
beginning, will continue in charge 
of day-to-day operations. 

Douglas L. Lockhart will con- 
tinue as vice-president, a position 
he has held since 1945, when the 
company started, and will take a 
more active part in operations. 

Mr. Rheinstrom, who had been 
with Macfadden since 1922 and 
whose _ international corporation 
contributed about half of Macfad- 
den net profits from all operations 
last year, plans to open offices as 
an international publishers’ rep- 
resentative next fall. 


@ The company’s 1950 report, 
which was issued last week, points 
out that the international corpora- 
tion is now making an “important 
contribution” to the parent com- 
pany despite repeated devaluation, 
which cut normal overseas income 
by one-third during 1950. Royalties 
received in dollars went up 13% 
over 1949, and net profits of the 
international company showed a 
45% increase over the preceding 
year. Macfadden now has 30 for- 
eign editions, compared with six 
in 1946, its first full year of opera- 
tion. 

Macfadden’s international com- 
pany does not own the editions 
abroad, but receives royalties on 
sales by the publishers which issue 
the Macfadden publications in 
their individual countries. 


e In the last annual report to be 

| issued during O. J. Elder’s tenure 
as president, Macfadden reported 
that gross revenue in 1950 was 
$13,723,752, compared with $14,- 
721,514 in 1949, a decline of $997,- 
762. Earnings fell to $104,229, a 
drop of $263,173. The decline in 
earnings was occasioned by a drop 
of $259,208 in circulation revenue 
during the year, and a decrease of 
$720,829 in advertising revenue. 

The loss in advertising revenue 
was attributed to TV and to the 
circulation decline which brought 
about an 11% rate cut on True 
Story. The fact that the company 
had to absorb three separate boosts 
in paper prices (for an aggregate 
increased cost of about $500,000) 
was also cited. Radio Mirror, 
which dropped from an average 
circulation of 550,000 in 1948 to 
an average of 350,000 in 1950, is 
cited as evidence of TV’s inroads, 
and beginning in March, 1951, it 
is devoting an equal amount of 
editorial coverage to TV. 

In 1950, the company launched 
Saga and Good Cooking. Saga is 
now expected to “deliver a hand- 
some return on the investment we 
have made,” but Good Cooking 
was abandoned after the third 
month of issue. The financing of 
these two magazines during 1950 
amounted to $191,000. 


Thompson Joins LaRoche 

Hazel Thompson, formerly with 
Young & Rubicam and R. H. Macy 
Co., has joined C. J. LaRoche & 
Co., New York agency, as copy- 
writer and stylist. 


Kerrigan to Kastor, Farrell 

Robert Kerrigan, formerly with 
Reporter Publications, has joined 
the media department of Kastor, 
Farrell, Chesley & Clifford, New 
| York. 
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New low-cost way 
to keep your name 
before the public 
24 hours a day 


Your name or emblem in sparkling “Scotchlite’’ Reflec- 
tive Sheeting is a real attention-getter. Here are some of 
the ways you can keep your name constantly in the 


AUTHORIZED 
SERVICE 


wherever the road leads 


LAND-O-NOD fa. 


i i 
MATTRESSES . . 
Make You Over Over Tight 


ae, 


REMINDER SIGNS at intervals along the 
road keep motorists posted about where to 
go in strange towns for car service, food, 
lodgings, entertainment. 


public eye, and at amazingly low cost! 


Get “Center-of-the-stage” attention with 
colorful “Scotchlite” Reflective Sheeting 


ROADSIDE DISPLAYS made with “‘Scotch- 
lite’’ Sheeting have a glorious brilliance all 
their own, a night-and-day effectiveness 
unmatched by any other kind of sign. 


TRUCK REFLECTORIZING means fewer 
nighttime accidents and better public rela- 
tions. Your name goes everywhere, is seen 
by everyone on the road. 


FAVORITE 


SALESMEN’S CARS get in the act, too. 
matter how intricate your emblem or trad@ 
mark, it can be reproduced perfectly 
reflect all night long in its true colors! 


Put your advertising message across with 
smashing impact DAY AND NIGHT! Signs 
made with “‘Scotchlite’”’ Reflective Sheeting 
take over the center of the stage when night 
falls. Trees, buildings, ordinary signs fade into 
the darkness to form a backdrop for the flash- 
ing performance put on every night, all night 
by these sparkling new signs. 

It’s a 24-hour-a-day show no other sign 


material can match, and it’s INEXPENSIVE! 
No costly illumination or maintenance . . . car 
headlights light up these signs into a mass of 
glowing color. Motorists begin watching your 
advertising as far as half a mile away! 

Want more details about ““THE SIGN OF 
SUCCESS?” See your local sign plant or write 
today to Dept.AA41, Minnesota Mining & 
Mfg. Co., St. Paul 6, Minn. 


STORE FRONTS AND SIGNS work day and 
night for you, reminding customers of who 
you are, where you're located and what 
you have to sell. 


TYPE Nen-illumineted Hlumineted CorTCane” 
Cost Per Month $10 $20 $13 
sane (6AM 8 PAA) (6 AM ide reery’ 
aa —Midnight) (6 AM—6 AM) 
sat — 137,500 196,500 213,500 
Cost Per M 7¢ 1o¢ 6 


“THE SIGN OF SUCCESS” gives you the largest number of lookers over 
the longest period of time at the lowest cost per looker. 


COMPARE COSTS, compare results ond pou'S see why signs made with 
“Scotchlite”’ Sheeting are truly “SIGNS OF SUCCESS.” 


General Export: Minn. Mining & Mfg. Co., International Division, 270 Park Avenue, New York 17, N.Y 


USEFUL PREMIUMS with an unusual ad- 
vertising plus! That's reflecting emblems 
of “Scotchlite” Sheeting for use on the cars 
and bicycles of your customers. 


THE SUCCESSFUL MEDIUM used by successful ad- 
vertisers all over the country, in all kinds of busi- 
nesses. 

Made in U.S.A. by MINNESOTA MINING & MFG. CO., 
St. Paul 6, Minn., also makers of “Scotch” Brand Pressure- 
sensitive Tapes, “Scotch’’ Sound Recording Tape, “Underseal” 
Rubberized Coating, “Safety-Walk" Non-slip Surfacing, 3M" 
Abrasives, “3M" Adhesives 


TURN THE PAGE. . . for more news 
ebout “SCOTCHLITE” Reflective Sheeting. 
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WHERE SAFETY COUNTS, the extra warn- 

ing power of “Scotchlite’’ Sheeting is on 

the job guiding and protecting motorists, 

> my of dangerous conditions, over- 
rricades, winding roads. 


NOT A SINGLE REAR-END ACCIDENT at 
night since this fleet of transports was re- 
flectorized by Willett Transports, Inc. Pro- 
teet your cargoes and drivers, build public 
good-will with ‘‘Scotchlite’’ Sheeting! 


POPULAR PRICED LADIES WEAR 


“THESE SPARKLING NEW SIGNS make a 
hit with clients every time,” says Jack 
Reading, president of Reading Outdoor 
Advertising Co., Centralia, Ill. “‘Scotchlite” 
Reflective Sheeting means extra business 
for clients and sign plants alike! 


RAILROAD CROSSING SIGNS are visible 
for thousands of feet, give motorists extra 
warning even in foul weather. Many rail- 
roads are now reflectorizing passenger cars, 
boxcars, Diesels, wayside signs. 


FOR MORE NEWS obout“SCOTCHLITE” 


Reflective Sheeting see preceding page. 


Advertisers, truckers, safety engineers, railroad officials all like 
the way “‘Scotchlite” Reflective Sheeting solves night visibility 
problems. Easy to make and maintain, signs and markers of this 
new sheeting get the full attention of motorists every time, stay 
on the job in all kinds of weather. 


“THESE SIGNS REPRESENT an excellent 
investment in 24-hour impressions on the 
motoring public,”’ says M. F. Barry, adver- 
tising manager of California Oil Co. “We 
have had numerous good comments from 
our distributors, dealers and customers.” 


UNUSUAL DISPLAYS, seasonal boards are 
easily created with “‘Scotchlite’’ Reflective 
Sheeting. Any design, no matter how intri- 
cate, can be reproduced in an inexpensive 
sign that works all night long without 
wiring, batteries, switches or mechanisms. 


Works hard day and night to make 


your advertising a success! 


All over the country, signs of sparkling “‘Scotch- 
lite” Reflective Sheeting work tirelessly through 
the day . . . then stay right on the job after 
ordinary signs quit for the night! That’s what 
makes them “SIGNS OF SUCCESS’’—the 
successful medium used by successful adver- 
tisers. 

Glorious full-color signs are easily made with 
“Scotchlite’’ Flat-top Sheeting and transparent 


colors. These new colors look opaque by day. 
At night they reflect headlight beams in full 
color . . . put on a brilliant show for every 
motorist on the road. 

Your local sign plant can tell you all about 
this new reflectorizing method, or we'll be glad 
to give you the story direct. Just write Dept. 
AA41,Minnesota Mining & Mfg. Co., St. Paul 
6, Minn. Today! 


NEW SMOOTH-SURFACED re- 
flective sheeting looks and feels 
like baked enamel. Easy to 
clean and maintain; ideal for 
reflectorizing truck fleets, place- 
of-purchase signs, wall signs. 


~ gcorciiliTE 


pean 


SIGN of REFLECTIVE 
SUCCESS 4 ETEETING ; 


USED IN ALL 48 STATES on traffic signs, advertis- 
ing displays, trucks and buses, railroad cars and 
diesels, grade crossing signs. 

Made in U.S.A. by MINNESOTA MINING & MFG. CO., 
St. Paul 6, Minn., also makers of “Scotch” Brand Pressure- 
sensitive Tapes, “Scotch” Sound Recording Ts ape “— gS 4 
Rubberized c oating, “Safety-Walk" Non-slip Surfacing, 


TRADEMARKS, PICTURES, 
emblems of all kinds can be 
reproduced in their true colors. 


Give your outdoor advertising (Bensboas, 7 aol Sananivee, General Export: Minn. M: hie & 
: ° ° < __ 27 
new life, new vitality, new 24- yok oh = jona. ivision, 0 Park Avenue, New 


hour-a-day effectiveness! 
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JWT Leads Agencies 
in Pages Placed in 


Business Papers 

Cuicaco, April 11—For the third | 
year in a row, J. Walter Thomp-| 
son Co. in 1950 led all other agen- 
cies in amount of advertising 
placed in business papers, accord- 
ing to the annual tabulation made 
by Industrial Marketing. 

The survey also shows that agen- 
cy business paper billings in gen- 
eral were up 3.5% over 1949, with 
the 551 agencies participating in 
the survey reporting a total of 
387,520 pages. 

Fuller & Smith & Ross, which 
was replaced in the No. 1 spot by 
JWT two years ago, went down to 
third place in 1950 while Batten, 
Barton, Durstine & Osborn took 
over second place. JWT business 
paper space in 1950 totaled 18,209 
pages, a 7.5% rise over the 1949 
figure. 

The 25 agencies leading in busi- 
ness paper billings are as follows: 

25 LEADING AGENCIES 


Rank P. 

1950 1950 

1 J. Walter Thompson Co. ... 18.209 16,932 
2 Batten, Barton, Ourstine & 

Osborn : 15,962 15,732 
3 Fuller & Smith & Ross 15.949 16,200 
4 G. M. Basford Co. 10.939 10,329 
5 Buchen Co. 8.242 8,150 
6 Albert. Frank-Guenther Law 6.983 6,093 
7 WMcCann-Erickson . 6.301 6,199 
8 Cockfield, Brown & Co. 5.621 4,592 
9 Foote, Cone & Belding 5,540 5,396 
10 Klau-Van Pietersom-Du slap 
Associates 5.040 4,359 

11 Griswold-Eshieman Co. 5.024 5,104 
12 MacLaren Advertising Co. 4,982 4,552 
13° Meldrum & Fewsmith 4818 4,279 
14 MacManus, John & Adams 4,783 4,693 
15 James Thomas Chirurg Co. 4643 4,597 
16 Russell T. Gray Inc. 4,329 4,231 
17 Charles W. Hoyt Co. . 4.238 3,468 
18 Sutheriand-Abbott . 4.036 4443 
19 Campbell-Ewald Co. 3,961 3,333 
20 Walsh Advertising Co. 3,741 2,856 
21 = Horton-Noyes Co. 3,673 3,595 
22 Compton Advertising 3,652 3,463 
23 Walker & Downing 3627 3,443 
24 Hazard Advertising Co 3,388 2,577 
25 McCarty Co. 3, 


ay 


Total, top 25 agencies 


Seeman Brothers Launches 
‘Biggest’ Coupon Campaign 

Seeman Brothers Inc., New 
York, is using what it believes to 
be “the biggest coupon cam- 
paign ever to be launched in met- 
ropolitan New York, New Jersey, 
Connecticut and several counties 
in Pennsylvania.” J. D. Tarcher & 
Co., New York, is Seernan’s agen- 
cy. Starting April 9, more than 4,- 
500,000 coupons will be delivered 
by mail to housewives. 

The coupon, with a redemption 
value of 21¢, entitles the housewife 
to a box of 16 White Rose tea bags 
with a purchase of one pound of 
White Rose coffee. Two 600-line 
insertions in 21 newspapers will 
back up the campaign, supple- 
mented by messages on Seeman’s 
four radio shows. Budget for the 
promotion is in excess of $200,000. 


AFA Lists Convention 
Speakers and Theme 

“Advertising’s Opportunities in 
a Mobilization Economy” is the 
theme for the 47th annual conven- 
tion of the Advertising Federation 
of America, scheduled for the 
Chase Hotel, St. Louis, June 10- 
13. Among the scheduled speakers 
are Secretary of Commerce 
Charles M. Sawyer; Fairfax M. 
Cone, board chairman of Foote, 
Cone & Belding, and Samuel C. 
Gale, vice-president of General 
Mills. 

Several talks will be based on 
the theme, “Special Advertising 
Problems in '51,” and one session 
will offer “departmental” meetings 
on television, industrial and re- 
tail advertising as a departure 
from recent AFA conventions. 
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Free & Peters Names Two 

Edwin T. Jameson, formerly of 
the New York office of WLW, 
Cincinnati, and John B. Francis, 
previously of Look, have joined 
the New York radio sales staff of 
Free & Peters, radio-TV station 
representative. 


‘Collier's’ Promotes Crane 
Vernon Crane, formerly a mem- 
ber of the promotion department 
of Collier’s, New York, has been 
appointed promotion manager. He 
will work under the supervision 
of Ernest Blau, who is promotion 
director of Crowell-Coltier. 


McGuinn to K&E Publicity 


James J. McGuinn, formerly 
managing editor of Television and 
at one time an associate editor of 
Apvertisinc Ace, has joined the 
publicity department of Kenyon & 
Eckhardt, New York. 


Appoints Chippertield 

Hewitt, Ogilvy, Benson & Math- 
er, New York, has named Frank 
Chipperfield, with the agency since 
December, to the position of direc- 
tor of media. 


Typos Set Convention 

The 25th annual convention of| 
the Advertising 
of America 
held at the Hotel Nacional, Hav- 
| ana, October 23-26. 


Assn. 


| Joins United Artists-TV 

Richard Gedney has been named 
western television sales manager 
by United Artists-TV, New York. 
He formerly operated his own real 
estate, sales and advertising con- 
cern in Florida. 


Typographers | 
Inc. will be | 


Finest printing costs less 
for U.S.Gypsum... 


.- thanks to the revolutionary economy 
of (caicoldalted Enamel Papers 


Two of the best reasons why you'll usually 
find U. S. Gypsum products and materials 
wherever building or remodeling is going 
on are a pair of colorfully edited building 
idea magazines called Popular Home and The 


Business of Farming. 


Sponsored locally by U.S.G. dealers, these 
magazines do a powerful and unique selling 
job by planting the seeds of building material 
sales in the minds of nearly six million fam- 
ilies with their constant flow 


modeling ideas and building suggestions. 


A 


of new re- 


Naturally, U.S.C. spares nothing in making 


every issue 


extravagance. So for the 


paper qualities at prices of 15 to 
those ol old-style, 


finest results at lowest cost. 


attractive as possible, 


without 


millions of all 
important covers, Consolidated Enamel Papers 
are specified because they provide fine enamel 
9 < below 
premium-priced enamels 

The resulting economy runs to thousands 
of dollars a year. But the rate of saving is 
the same for every user, large or small, who 


has switt hed to Consolidated Enamels for 


ENAMEL 


PRODUCTION GLOSS @© MODERN GLOSS @ FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY © Makers of Consoweld 


Main Offices 


Rapids, W! 


© Sales Offices: 135 So. La Salle St., Chicago 3, Illinois 


PAPERS 


decorative and industrial laminates 
Oc Ww P&P. Co, 


America's 


FOREMOST 


TOY TRADE 


| Magatine 


~ at 


7 > 


quality at lower cost 
1s the direct result of 
the enameling method 
which Consolidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on both 

sides, in a single 
high-speed operation 


Only ABC Tey Paper 
Oldest in Field 
Leads in /ineage 


Write for New Market 
Dote Folder 


| \ McCREADY PUBLISHING 
i 71 W. 2d N.Y. 10 


SS 


aie i ire ce, aM aoe oe Be os! fe or a le the chem oc ws 

v A eis aa igs a : os: a oa 7 . : = E/ car : : a : . ‘=e -e o eee ek ee — ign Pee | 

rs . . ‘ 4 4 io 

——— wee 

" eC . " at 

1 ) ; as 

hi ‘See 
\ | eA 
So Ey a es 2 

} ) . aa 
nade ES: eee 
3 the toy i\\ mee 

| on 

| : 7 \\ os a 

ia ‘ | p88 
‘4 Poy 

: sa - ES 

‘ aCe Sl Le es * : a ig 

seems ammemmnemmmieerin nenaaemnana etait mememaanmancas eae ree a oe Sina WR 

art 

TG 

et 

| 3 

os 

Bee 

! “Wy co a 

4 i, = a 

Gy oh 

AF ~ iy / ope 

Tf) {i “fh “ee 

i an Sa 4 a 

a) 3 a “ fe oa a? 

A ie: y ‘Sa 

me . 

| it Ro ES 

me pis, ae 5, 

| t ome E 3 ‘ak 

| or me - = - 

} > . — = = ‘ \ Ag 

} ‘ ox. Lf , , he é LAS - | . . vt 

| Ye | Peg — — 

| - et —aiS in = — 

a "oan oe GR: ie Sete, <5 ° 

—. 4 ; , “> *. 

es —. ae AME. = le eke 

: ME re oN an | a 

“sa a | t) Bo YY) Wars = a a 

OS ae rf Wt, ay 7 PS 

— 2 — oll if yy Qe Sa 

: a: ey i “a 4 ° ) | s: = 

fe Betis | * 5 5 4 = aa 

——— - th = a * ds 

| aa ns " : wat 

7 a a a é 4 ih : ‘ “= ~“ v ‘ “sa 

— on Pe uN : as 

i >. aed , ae 

teen enema n 

=u 

af, 

‘ae 

ae 

Be 

ee ia 

ee ee Fig 

so 

~ of 

ee ee : 

’ as . 

Se 

ae 

ee a best 

Cd Rs 

I —— i 

EE —————— Me. 

EEE Wisconsin EE sconsin H at oy 

Ya 

% 

“y 

. <. 

eh 

= = ete 

pf : 7 ee <) B= Z eo oa < ce | a ees Be r = Tied Ege Re i 

ee aes whe a. ee +, . > - P20 a rn ee SS ee 30% Sasi eS SU is econ” ee Net 


a 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago |! 
(DE 7.1336), 1! E. 47th St.. New York (MU 8-0073), National Press Bidg., Washington 
4, 0. C. (Re 7659). G. D. CRAIN JR., president and publisher. S$. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Washington Editor, Stanley E. Cohen 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard. Chicago: 
Murray E. Crain, Emily C. Holl, Jeanne 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Soles and Service, G. D. Lewis 
Advertising Production Manager, George 
F. Schmidt 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole 
Chicago: O. L. Bruns, Western Advertis- 


Staff, Bruce M. Bradway, Jarlath J. . J. F. Johnson, E. S. Mansfield, 
Groham, C. P. Richman —s Ee ag . — 

itort " os Angeles (17): Simpson-Reilly Ltd., 
ee Se, F. J. Fanning, Lois W. Eighth St.. Walter S. Reilly. 


Pacific Coast Manager. 
San Francisco (3): Simpson-Reilly Lt 


Librarion, Elizabeth G. Carlson id. 
703 Market St.. Wm. Blair Smith, Mgr. 


Correspondents in All Principal Cities 


15 cents a copy, $3 a year, $5 two years, $ three years in U. S., Canada and Pan 
America. Foreign 4 o year extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeid, circulation director. 


Make Advertising Funds Deferable 


A staff memorandum of the Congressional Joint Committee on the 
Economic Report has suggested that one way to help control infla- 
tion might be to place a stiff excise tax on advertising (20% or 25% 
was suggested). The principal value of such a tax, the staff mem- 
Grandum suggests, would be in cutting down the volume of adver- 
fising and thus to reduce consumer demand for goods and services 
Which are already in short supply. 

The idea of taxing any kind of prime motive power—and that is 
@xactly what advertising is—is so ridiculous that we see no point in 
debating it here at length. We should merely like to point out that a 
fax law designed to control such a volatile thing as the stimulation 
at consumer sales would be the direst form of straitjacket for business. 

»me businesses need orders badly at exactly the same time that 

hers may be badly oversold. And just imagine what a tax could do 

the economy when every business needs orders, and every adver- 
fiser has to wait for the slow wheels of government to turn before his 
@dvertising dollars are freed from the deadening tax load which has 
been placed on them. The economy could go to hell in a handbasket 
While legislative committees hold leisurely and time-consuming hear- 

gs to determine whether the situation which originally called for the 
z has now changed enough to call for its repeal. 

Fortunately, members of the joint congressional committee have 
Made it clear that they do not take this staff suggestion for an ad- 
Yertising tax seriously, and we hope that the advertising business will 
fot develop hysteria over the report. 

'A tax on advertising does not make sense. But there is a clear 
and simple method, advocated by advertising men themselves, to help 
hold down the volume of advertising at a time when it is least needed, 
and make certain that it works hardest and most forcefully at times 
when it is most needed. 

That method is to permit advertisers to set up reserves for adver- 
tising in times when business is good, to be used for hard-hitting pro- 
motion when business is hard to get, and when every promotional 
stimulant is vitally needed. 

If the Treasury would allow individual businesses to set up con- 
tingency funds for advertising, subject to complete tax deduction as a 
normal business expense in the year in which they are set aside, 
rather than the year in which they are spent, the problem which wor- 
ries the staff members of the joint congressional committee would 
largely solve itself. Relatively less money would be spent for adver- 
tising when business was easy to get, and relatively more when 
business was hard to get. Peaks and valleys in the economy could 
largely be ironed out, and everyone would benefit enormously. 

Here’s an example of how it might work: 
up a $100,000 contingency fund for ad- 
vertising at the beginning of its fiscal year. The Treasury Depart- 
ment, under proper safeguards which would assure that this $100,000 
would actually be spent for advertising within, say, a five-year period, 
would allow a tax deduction on the $100,000 as a normal business 
expense in the year in which it was set up, regardless of whether all 
or only part of the fund was actually spent in that year. 

If orders were easy to get, Company “A” might decide to spend 
only $50,000 of its $100,000 for advertising in that fiscal year; the re- 
maining $50,000 would then remain in the advertising contingent 
fund. The following year, the advertising budget might again be $100,- 
000; but this year business is hard to get, so instead of spending $100,- 
000 for advertising, the company would actually spend $150,000— 
$100,000 from its current budget, and $50,000 from the contingency 
fund it had set up the previous year. 

As things stand now, Company “A” must spend all of its advertis- 
ing appropriation in the year in which it is established in order to 


Company “A” would set 


—Electrical Merchandising 


“Naomi!—No more cooking with wine at demonstrations!” 


| 
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“No kiddin’, folks,” a ruddy face 
from a Ritz crackers poster an- 
nounces, “they’re good!” 

No kiddin’, folks, he sounds just 
like Arthur Godfrey. 


” 
“What do you know about man- 
ure?” asks Wallaces’ Farmer & 


Iowa Homestead. 

Very little, except that some of 
its most artistic applications are in 
the advertising business. 


A sales promotion man looking 
for a new connection describes 
himself as “tireless” and “affable,” 
but should keep in mind that peo- 
ple who are tirelessly affable are 
often placed in the same class as 


| those with halitosis. 


have it allowed as a business expense. And it must therefore hope, 
sometimes vainly, that this advertising will be of some benefit to it 
when orders are harder to get, and that it will have enough money 
available in hard-to-sell years to do the jobs which have to be done. 

Under existing tax regulations, Company “A”—and every other 
company—finds it easier to spend more money for advertising when 
business is good, simply because business is good, and funds are there- 
fore available; but when business is not so good, and sales are harder 
to make, and advertising and promotion are needed more intensively 
than ever, the company’s sales volume is dropping, corporate funds 
are “tight,” and advertising is likely to be cut to the bone or elimin- 
ated. 

Thus, the absence of a system which permits storing up advertis- 
ing funds for use when they are needed and might not otherwise be 
available has a strong tendency to heighten the peaks and lower the 
valleys of economic activity. When business is good, more money is 
available for, and is spent on advertising, and business gets better. 
But when business is not so good, less money is spent on advertising 
because less money is available, and a vicious cycle is engendered in 
which bad business in itself makes for worse business, because ad- 
vertising, the effective selling arm of business, has to be curtailed 
when it should be expanded. 

Under a system of deferred or contingent advertising funds, busi- 
ness could budget consistently for advertising—setting aside larger 
funds when larger funds were available, and smaller funds when 
prudent business judgment dictated such a course—and still invest 
its advertising funds so that larger amounts were put to work when 
the job to be done was harder, and smaller amounts were expended 
when the job was relatively easy. 

Under such a system, there can be no doubt that the pattern of ad- 
vertising and promotion would change sharply, and for the better. Ad- 
vertising expenditures would be tailored to the actual needs of the 
moment, rather than to expediency and the demands of the tax laws. 
Individual companies would benefit; advertising media would benefit; 
the whole economy would benefit. 

There are technical problems, of course, of making certain that 
the government's interest as a tax collector is fully protected, and that 
money set aside as an advertising reserve is actually used for ad- 
vertising. But such problems are by no means insuperable, and the 
advantages to be gained by solving them are so great that the idea of 
advertising reserves, to be spent in time of greatest need, deserves the 
serious and careful attention of business and of government. 


What They're Saying 


Billions for Defense tion machine created by free 
The magnitude of the defense American enterprise that, at the 


| production job staggers the im-| scheduled peak, the defense pro- 


agination. Over the next year it} gram will take only about one- 
calls for a larger volume of goods| fifth of our total national output. 
and services than the 20,000,000 The exact form and dimensions of 


| 


After making a careful survey, 
BBDO says that video families 
still listen to radio, go to the mov- 
jies, and read newspapers and 
magazines. 

Yes, but what time do they get 
to bed? 


Those Curtis stockholders who 
want the Post to accept liquor ad- 
vertising are probably prepared to 
testify both that they read the 
magazine and do their share to 
| support the alcoholic beverage in- 
dustry. 


Merrie Magic offers itself as a 
children’s shampoo that doesn’t ir- 
ritate the eyes, probably under- 
estimating the sales resistance of 
the dear little kiddies to anything 
that has to do with unnecessary 
cleanliness. 


The White Sox and the Cubs 
have gladdened Chicago baseball 
fans by leading the Grapefruit 
League, and now all they have to 
do is to prove that they really 
meant it. 


A highly trained creative writer 
advertises that he wants to “escape 
Chicago.” As he may still be in the 
| military service age bracket, his 
| draft board might be able to help 
him. 


Book paper manufacturers are 
| giving full details about the quality 
| controls maintained in their pro- 
duction processes, but are saying 
very little about quantity that 
| would encourage anxious paper 
buyers. 

2 

B. T. Babbitt began using prem- 

| iums to sell laundry soap 100 years 
| ago, but what ever became of the 
|clothing merchant who supplied 
baseballs, bats and gloves with the 
| boys’ suits he sold? 


o 
Carter’s Little Liver Pills have 


people of the states of New York 
and New Jersey will use for all 
purposes. The London Times has 
observed that, taken alone, the in- 
crease of defense expenditures 
which have been budgeted for the 
federal government’s coming fis- 
cal year (about $30 billion) “is in 
itself not far short of the total na- 
tional income of the United King- 
dom.” 

Yet so powerful is the produc- 


the program will, of course, be given apparently satisfactory serv- 
hammered out on the anvil of pub-| ice for many years, but may be 
lic and congressional debate. But | Stymied by the liver complaint of 
the President’s recent estimate of | the Federal Trade Commission. 
an annual rate of expenditure of | e 

$45-$55 billion for defense by the 
end of this year may well turn 
out to be somewhere near right. 


“Are you a fertile male?” asks 
Esquire, ably supported by Read- 


. er’s Digest. 
—From the first of a series of edi- . rs 
torials on basic aspects of the de- Well—uh—aren’t you satisfied 
fense production problem appearing with the birth returns? 
in current issues of McGraw-Hill pub- 
lications. } 


Copy Cus. 
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In New York Washing machine 


manufacturers & retailers 


in 1950 spent 
more than° 24OOOO 


in The News... which.received more than += 
50% of the advertising expendituré in 


New York newspapers in this classification 
EXCEEDED the second paper by $193,000 


HAS LED New York every post-war year 
since merchandise became available 


BECAUSE The News reaches most of the 
market at one time in one medium, delivers 


largest volume... at lowest cost 
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HERALD-AMERICAN 
SERVICE FEATURES 


Sell More for You! 


Service to the customer is a basic prin- 
ciple of successful selling — the better 


the service, the better the sales. 


Following this sound sales principle, the 
Herald-American has developed a dy- 
namic sales force to make your adver- 
tising sales message more effective. It 
has created Service Features to match 
the interests of your customers and to 


thereby stimulate greater buying. 


These Service Features are a most im- 
portant part of the Herald-American, 
where, at any time, on any day, readers 
can get practical buying information. 
Herald- American Service Features cover 
Food, Home Furnishings and Appli- 
ances, Fashion, Beauty, Travel and 
Transportation. They tell the reader 
“What's Good”, “Where To Get It” and 
“How Much It Costs’. 


Asa result of this complete and practical 
information, the Herald-American is 
recognized as “Chicago’s Service News- 
paper” and a reliable guide to better 


buying. 


The Herald-American gives the Serv- 
ice — YOU make the sales! 
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A Practical and Timely Answer to the Nation's “No. 1” Problem— Mbt fucks 


THE PERFECT PLACE TO 
FIT YOUR PRODUCT 
INTO THE FAMILY BUDGET 


The ever-increasing price spiral has made the 
selection of food and other grocery products a sub- 
ject for careful consideration ef cost. quality and 
contribution to the family well-being. 


To offer real assistance to Chieago area families 
in planning their purchases. the Herald-American 
is publishing on May 24. 1951. a tabloid supple- 
ment devoted to Budget Cooking and Homemaking. 


The entire range of food products will be covered. 
Budget meals and menus will offer readers a healthy 
variety of foods that can be fitted into most any 
budget. All foods — meats, dairy products, poultry, 
fish. vegetables and cereals will be covered. Preser- 
vation of foods — processing and handling — canned 
goods and frozen foods and appliances and kitchen- 
ware necessary to the everyday preparation of 
meals — all will be given important attention in the 
attractive Budget Cooking and Homemaking Section 
of the Herald- American. 


Edited by Mary Martensen. one of the nation’s 
foremost food and home economies editors, this 
Budget Cooking Section lends authority and prestige 
to all advertisers who use its pages. It is the first 
Cooking Section to be published by the Herald- 
American in ten years and by far the finest. “most 
wanted” and perfectly timed section of its kind. 
Because it is designed for daily use, it will be seen, 
saved and used over and over again with increasing 
value to advertisers. The cover will be beautifully 
printed in four colors and a limited number of color 
pages are available for advertising. 


WHAT EVERY FAMILY 


my 


DATES, RATES AND 
MECHANICAL REQUIREMENTS 


e@The Budget Cooking and Homemaking See- 
tion will go to the full circulation of the Herald- 
American (in excess of 550.000) and regular 
ecard rates will apply for black and white copy. 
@ Date of publication: Thursday, May 24, 1951. 
e@ Copy Deadline: May 17, 1951. All plates and 


printing material must be received by this date 
for inclusion in the section. 


@ COLOR: Color is available in full page units 
on pages 3. 28. 30. 31. 33, 58 and 60. Pages 30 
and 31 will be sold as a center spread totaling 
2.2) lines. Rates for color will be quoted on 
your inquiry. 


@ Paves size: Five columns by 200 lines. Column 
width 1)! inches. Over-all page size in inches, 
914 inches x 141, inches. Center spread meas- 
ures 20! inches x 1414 inches. 


2 TO KNOW 


“COOKING AND HOMEMAKING SECTION 


ie OF THE CHICAGO x 
a) H 
v ey. 


CARVE A BUDGET 


DGE 


a 


TO BE PUBLISHED 


THURSDAY, MAY 24, 1951 


A PRE-SOLD SECTION 


Following is the schedule of promotion telling the 
public about the Budget Cooking Section: 

1. Approximately 15 radio spots per day four days 
in advance of the section on the following stations: 

wvMuw WENR WCFL WAIT 

2. Window and counter cards to be made available 
to all local retail grocers. 

3. Truck posters a week in advance on all Herald. 
American trucks. 

4. Large size ROP ads in the Herald-American to 
run daily beginning a week in advance of publication 
of the section. 

5. Page one boxes Monday through Wednesday in 
advance of the section. 

6. Eight column streamer on publication date. 


EVERY PRODUCT THAT BELONGS IN THE KITCHEN- 
BELONGS IN THE BUDGET COOKING AND HOMEMAKING SECTION 
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Conlon Promotes Blakemore 

A. T. Blakemore has been named 
general sales manager of the Con- 
lon division of Conlon-Moore 
Corp., Chicago, manufacturer of 
household washers, dryers and 


More Product 
Selling Urged x 

; eee Se ot Es Sate 
by GE's Walters — 


Joins Oppenheim, Van Slyck 
David McCulloch, formerly with 

Raymond L. Sines Agency, has 

been named to the art staff of Op- 

ee. Van Slyck & Klaus, San 
rancisco. 


CLeveLANb, April 10—The need 
for intensive product advertising 
and sales effort is greater today 
than ever before, according to} 
Kenneth L. Walters, apparatus | 


WSLS Switches to NBC 


become affiliated with the Na- 
tional Broadcasting Co. as the ra- 
dio network’s 18lst station. The 
1,000-watt outlet formerly was a 
member of American Broadcast- 
ing Co. 


| Berger-Amour Adds Two 


Alan Lipson, illustrator, and Roy 
Goetschel, lettering and design, 
have joined Berger-Amour Stu- 
dios, Chicago, creator and producer 
of art and display. 


| Johnson Appoints Nolan 
Station WSLS, Roanoke, Va., has | 


Bert Johnson Productions Inc., 
Cincinnati, producer of television 
commercials, sales training and 
public relations films, has named 
F. Allan Nolan as production man- 
ager. Mr. Nolan joined the com- 
pany last year as coordinator. 


Lake Central to Perkins 


Lake Central Air Lines, Indian-| 


apolis, has appointed A. L. Per- 
kins & Co., Indianapolis, as its 
agency. Local newspapers, radio! 
and direct mail will be used. 


Advertising Age, April 16, 1951 


Aladdin Appoints Edwards 

| ©. V. Edwards has been ap- 
pointed general manager of the 
Canadian activities of Aladdin In- 
dustries Inc., Toronto, manufac- 
turer of Aladdin kerosene mantle 
lamps and electric lamps and ap- 
pliances. 


| King Midas Names Mullen 


Robert Mullen has been named 
advertising manager of King Midas 
Flour Mills, Minneapolis. He was 
formerly with Melamed-Hobbs, 
| St. Paul. 


media director of General Electric | 
Co 

Speaking recently before mem-| 
bers of Cleveland’s T-F Club, an 
organization of business paper 
space salesmen, Mr. Walters said} 
business and industry will have 
more and more goods for civilian 
consumption, 

Business, he said, must resist the | 
temptation to slacken its sales ef- 
fort; as the nation nears a war 
economy, there is a need for trans- 
mitting product information even 
faster. 

Mr. Walters listed nine reasons 


_ for an increasing need to transmit 


more information faster: To locate 
users for war-developed products: 
to communicate with new war in- 
dustries; to keep pace with fast 
ehanging customer organizations; 
to penetrate iron curtain or re- 
stricted areas; to combat new com- 


‘tition; to transmit training in- 
rmation; to communicate more 
uickly data on productivity; to 


aintain identity of the company 
the marketplace, and to build 
@p good will. 
' 


Mr. Walters said media research 
s made tremendous strides in| 
eating yardsticks for the buyer 
measure his audience. As a re- 
It, the .business paper audience 
n be measured now in two di- 
ensions—industry by industry, 
+ by job function. 
He suggested, however, that 
ere may exist a third dimension 
hich would open a new area for 
rvice to advertisers. “It concerns 
e point where the copywriters, 
» account executive, the adver- 
) ee manager, the sales mana- 
, all start their planning. 
ie it is the product they have 
w sell. As far as we have been able 
determine, there is no way for 
am individual advertiser to meas-' 
Ure the number of men in a given 
Magazine's audience who influence 
the purchase of his individual 
product.” 


e@ Here Mr. Walters quoted some 
results of an experiment in check- 
ing his company’s direct mail list 
(prepared by its salesmen) against 
a list of subscribers to business 
papers in which the company ad-| 
vertised the same product the 
salesmen were pushing. 

The results showed a larger) 
number of key buyers reading the 
business papers than was indicated 
on the direct mail lists prepared 
by the salesmen. 

“The results,” he said, “revealed 
specific space advertising values, 
concealed values of tremendous 
impact, and sold us again (if that! 
were needed) on the value of space 


this Little 


Americon Central Div.— Avco 
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(ONCE UPON A TIME} 


FACTS YOU SHOULD KNOW... 


Your consumer catalog in this 
handsome volume will be de- 
livered daily and directly to 
active home-planners...each one 
carefully selected and screened. 

Your consumer catalog in this 
volume will be constantly con- 
sulted by known buyers. Re- 
searcher Starch reports: “‘Reader- 
ship of individual catalogs in 
Home Owners’ Catalogs ranks 
among the highest for this type 
of sales literature of any we have 
studied.” 

Your consumer catalog can be 
in the very next edition of Home 
Owners’ Catalogs. Write to De- 
sign and Production Depart- 
ment, Home Owners’ Catalogs, 
for expert guidance in the prep- 
aration of your insert. 


More and more manufacturers are selling through Home Owners’ Catalogs! 


These firms know that promotional aggressiveness pays off. Their fact-packed product 
story in the new Home Owners’ Catalogs sells the rich, ripe, "51 custom housing market. 


Walsh Advances Three | 

Walsh Advertising Co., Toronto, | 
has appointed Kenneth G. Ander-| 
son, vice-president and manager | 
of the Windsor office, executive 
vice-president; George E. Cross, 

manager of the Toronto office, 
vice-president; and Howard 
Shrimpton, of the Toronto execu-| 
tive staff, director. 


Frigidaire Div.— General Motors 
Corp. 


advertising as an effective market- PP. — siete i Cates coh cain aie. oo: a 
ing tool. Co. ak, iniae Air Conditioning Dept... . 8 pages 
“But the question is,” he con-| The Philip Cay Mfg. Co... . 8 pages General Electric Co. — 

cluded, “can the product buying} Chase Brass & Copper Co.. . . 20 pages Applionce & Mdse. Dept. . 24 pages 
influence for a magazine’s entire | Catineeten Ditieada — a - 

. > i am ce ee 
circulation be measured for each | Superheater,inc.. .... 4 poges et-daaas Company nici 9 baie 
individual advertiser? If it can be | Crone Co. . ... +...» » 24 pages The H F Co & 
measured, you can keep on selling | Crosley Div.—Aveo Mfg. Corp. . 12 poges bday dag > skp rhe on 
with telling effectiveness by fur- | Drexel Furniture Co. . . ... 8 pages Landers, Frary & Clark - "8 pages 
nishing this information to your Elkay Mfg.Co.. . . .... . 4 pages Libbey-Owens-Ford Gloss Co. . 32 poges 
advertiser.” The Formica Co. . . . . . . «. 4 pages The Mosaic Tile Co.. . . ... 4 pages 


Notional Electric Products Corp. . 
The C. A. Olsen Mfg. Co. . . . 
Pittsburgh Plote Gloss Co. . . . 24 poges 
Pittsburgh Plate Gloss Co.— 


Point Div.. . . . ... « 24 poges 
Pryne & Co.,inc.. . 2 ww - 8 poges 
Rheem Mfg.Co. ....... 8S pages 
The SisclkraftCo. ...... 4 poges 
Squore D. Company ..... 4 pages 
Truscon Steel Co.. . . . . . « 8 pages 
The Watermon-Woterbury Co. . 8 poges 


Westinghouse Electric Corp. . . 24 pages 
Youngstown Kitchens— Mullins 
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Perry Leaves Fiction Group | DeGraw Joins Searcy Agency |Schmidt Names Bensemann Lidyard to Gates-Bourgeois 

Sam J. Perry, advertising di-| James DeGraw has resigned Harold J. Bensemann, formerly V. D. Lidyard, formerly with 
rector of Popular Fiction Group, from the sales department of C. E.| merchandising manager of Joseph Gregory & House, Cleveland, has 
New York, will leave the company | Stevens Co., Portland, Ore., out-| Schlitz Brewing Co. has been been named to head radio and 
about the end of the month. Mr.| door sign company, to join Searcy | named to the sales staff of E. F. television activities of Gates-Bour- 
Perry, who formerly was a free Advertising Agency, Portland, as| Schmidt Co., Milwaukee litho- geois Advertising Agency, Cleve- 
lance special representative of an account executive. grapher. land. 


publications, plans to return to that 
Station KPIX Names Two 


business. 
T bull Appoints H. i | Philip S. Weisberger, formerly Station KPIX, San Francisco, 


i . | Knipe Appoints Weisberger Pulver to Calkins & Holden 
with the United Men’s division of has named Ray Hubbard, formerly 


Melvin J. Pulver, formerly ap- 
pliance sales promotion manager 
of Montgomery Ward & Co., has 
joined the Chicago office of Cal- 
kins & Holden, Carlock, McClinton 
| & Smith as a copywriter. 


Turnbull Elevator Co., Toronto, the Brown Shoe Co., St. Louis, has of Stanford University, as art di- 

has appointed Heggie Advertising been appointed sales manager of rector. The station also has named 

Co., Toronto, to direct a business | Knipe Bros., Ward Hill, Mass., shoe Wayne Parkinson as a member of, 
paper campaign. 


manufacturer. the sales staff. 


BUT CUSTOM HOME-PLANNERS 
ARE GOING TO MARKET 


COURTHOUSE, 
METAMORA, 
ILLINOIS 


Three Important Questions ...and Three Factual Answers: 


Ss 


1. How active is the 1951 custom-built housing market? 


Extremely active! Matter of fact: A survey of current custom home- 

j planners tells the true tale...the market is 98% active. Sure, a 
sprinkling are changing their plans because of prevailing pate tig 
But are they abandoning home-building plans? No! Are they post- 


poning their plans? Not appreciably! 


(An independent researcher’s complete report on the activity in 
today’s quality housing market is yours for the asking. Write to 
Research Department, Home Owners’ Catalogs.) 


The restrained and simple ap- 
plication of classic lines to brick 
and wood in this courthouse 
e> presses something of the sta- 


bility and integrity of the rich * 
How ‘ mid-western lands of the nation 
f 2. vital is this market to you? at the middle of the nineteenth 
Very, very vital! Every custom home-planner must buy or specify build- century. The Metamora Court- 
ing materials, insulation, roofing, windows, plumbing and heating house, now a state memorial, 
i equipment, floor coverings, appliances, furnishings, and 1,001 other was built in 1845 of walnut tim- 
t new-home products. Every custom home-planner located, screened and bers hewn from nearby groves 
bombarded by HOME OWNERS’ CATALOGS is in the market for and bricks burned in the village 
new-home products right now. And every custom home built today is a itself. In the 1840's it was the 
model for the millions of homes built tomorrow. Can you—as a sales- gathering place of lawyers and 
minded guy or gal—honestly question the value and vitalness of jurists— among them men like 
this market? Stephen Douglas, Abraham Lin- 
| { coln and Robert Ingersol 


3. How can you sell this market... effectively and economically? whoce reputations were later to 


grow to national proportions. 

Through Home Owners’ Catalogs! And the beauty of the Home Owners’ Today, Jahn and Ollier’s repu- 

Catalogs method of distributing your consumer sales literature to active tation for fine photoengraving 

{ home-planners is this: The cost is in direct proportion to your actual sales is the result of an integrity of 

possibilities. Nowhere else is what-you-pay kept so commensurate craftsmanship maintained for 
with what-you-get. 


over half a century . . . color 

Need we say more? Isn’t it a crying shame today’s rich crop of custom process, zincs, halftones and 
home-planners is going to market without complete buying information offset reproductions. 

about your products or services? 


JAHN «& 
OLLIER 


ENGRAVING COMPANY 


ACT NOW! Toda \g foo See Standard Rate and Data Service for complete details 
y "s yt a 


costom bowing marist} HOME OWNERS’ CATALOGS 


sets the styles ies 
x A Service of the F. W. Dodge Corporation 


tomorrow’s mass market 
| J 119 West 40th Street, New York 18, N. Y. Chicago's Largest Fine 
Photoengraving Plant 


817 West Washington Bivd., 


——-— gre 


Chicago 7, lilinois. 


| call MOnroe 6-7080 
| 
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Three Join Guild, Bascom 

Guild, Bascom & Bonfigli, San 
Francisco, has named Rod Mac- 
donald as media director. Cliff 
Spooner has been named associate 
art director, and Eve Duryea has 
been named administrative assist- 
ant to management. Golden State 
Co., San Francisco, dairy products, 
has named the Guild agency to 
handle its advertising. Batten, 
Barton, Durstine & Osborn former- 
ly serviced the account. 


Wilmotte to May & Speh 


J. Edward Wilmotte has been 
appointed sales manager of May 
& Speh Tabulating Service Inc., 
Chicago company specializing in 
punched card analysis of consumer 
panel and questionnaire surveys. 
He was formerly with Statistical 
Tabulating Bureau. 


CBS Appoints Buccello 

Henry L. Buccello, formerly ac- 
count executive of Charles R. 
Stuart Advertising, San Francisco, 
has been named San Francisco 
sales manager for Columbia 
Broadcasting System. 


—HORSEMEAT— 


FOR HUMANS—Familiar cuts at unfamil- 
iar prices feature this horsemeat ad which 
ran in the Journal, Portland, Ore. The 
advertiser is Westward Packing Co., oper- 
ator of three horsemect markets. Pre- 
viously, local horsemeat markets had dis- 
played signs reading: “Not sold for hu- 
man consumption.” 


‘Inquirer’ Offers Film 


The Philadelphia Inquirer is 
making available, as a public serv- 
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‘Price Relief Given 


to Fair Traders 


Gary, Inpv., April 10—The Office 
of Price Stabilization is consider- 
ing amending its regulations to re- 
lieve retailers whose ceiling prices, 
because of temporary deviations or 
otherwise, were below fair trade 
minimum prices, John W. Ander- 
son, president of the American 
Fair Trade Council, said last week. 

Mr. Anderson, quoting from a 
letter from Harold Leventhal, act- 
ing chief counsel of OPS, said ad- 
justments had been made in some 
fields, notably the petroleum prod- 
ucts industry, in cases where the 
retailer shows his ceiling is less 
under the regulation than the min- 
| imum price at which his state fair 
trade law requires him to sell. 


ice to schools and colleges, the ® The council points out that 
“News Magazine of the Screen,” a| under Section 43, CPR-7, a man- 
visual presentation of important ufacturer may make application to 


world and domestic news on film. 


Each newsreel runs 20 minutes. 


THE STAR AND THE NEWS 
BRING YOU 7 VITAL 
MARKET SERVICES! 

@ 6th Annual Consumer Analysis 

© Continuing Grocery Inventory 
© Personal Retail Contacts 

© Mailings to Trade 

© Spot Distribution Checks 

© Shopping Area Maps, Route Lists 
@ Assistance at Sales Meetings 


KELLY-SMITH COMPANY 


Send for your copy today! 


SALES HELP IN THE INDIANAPOLIS MARKET! 


@ Now, for the 6th straight year, you will get the data so impor- 
tant to your sales and advertising planning in the great Indian- 
apolis Market! The new 1951 Star and News Consumer Analysis 
will serve you better than ever with its record of consumer pref- 
erences and buying habits in 150 product classifications . . . con- 
veniently arranged in sections on foods, soaps and cleaners, 
toiletries and cosmetics, beverages, automotive and general. 


Just off the press, this helpful book is ready for you now. 


NATIONAL REPRESENTATIVES 


Iudianas 


THE INDIANAPOLIS STAR 
THE INDIANAPOLIS NEWS 


OPS for establishment of uniform 
dollar and cents retail ceiling 
prices for brand name articles by 
showing that (a) the article was 
sold at retail at substantially uni- 
form prices in the period immedi- 
ately before Jan. 26 and (b) that 
the price requested for the article 
is not higher than the existing lev- 
el of ceiling prices under the reg- 
ulation. 


To Print Spanish Edition 

Transamerican & Export News 
Co., Chicago, distributor for Jones 
Publishing Co., Chicago, publisher 
of Art Photography, has announced 
distribution of a Spanish edition 
of the magazine, to be sold in 19 
Latin American countries and 
Spain and Portugal. First issue of 
the publication, titled Fotografia 
Artistica, will carry a June, 1951, 
date, and will correspond, editori- 
ally, to the April, 1951, U. S. edi- 
tion. 


Crosley Studies TV Viewing 

| Approximately 1,700,000 people 
| spend 20,700,000 hours each week 
in front of 500,000 sets watching 
WLW-Television programs in 
, Dayton, Columbus and Cincinnati, 
according to a survey made by 
Crosley Broadcasting Corp., Cin- 
cinnati. The area’s half million 
sets represent an increase of 25,- 
000 since Feb. 1 or 270% over the 
same period last year. 


Canvas Group Sets Drive 
The Canvas Awning Institute of 
America, Cleveland, will use two- 
| and four-color ads in national 
magazines this spring. Space also 
has been scheduled in building and 
| architectural publications, to be 
|supplemented with cooperative 
| newspaper, radio, outdoor and di- 
| rect mail advertising. Hubbell Ad- 
vertising Agency, Cleveland, is the 
agency. 


Holsum Appoints Russell 

Holsum Bread Co., a subsidiary 
of Langendorf United Bakeries, 
San Francisco, has appointed Rus- 
sel, Harris & Wood, San Francisco, 
as its agency. The schedule in- 
cludes television, newspapers and 
24-sheet posters in the San Fran- 
cisco and the Bay Area counties in 
which Holsum bread has distribu- 
tion. 


Moore Appoints Chittick 


Moore Equipment Co., Swedes- 
boro, N. J., has appointed Walter 
S. Chittick Co., Philadelphia, to 
handle advertising of its line of 
Mooreven farm equipment. More 
than 20 farm papers now are being 
tested. 


Joins Botsford, Constantine 

Donald M. Lawton, formerly ad- 
vertising manager of Golden State 
Co., has been added to the client 
contact staff of the Portland, Ore., 
office of Botsford, Constantine & 
Gardner 


Inland Press Elects Two 

The Inland Daily Press Assn., 
Chicago, has elected the Tribune- 
Democrat, La Junta, Colo., and the 
Herald, Ottawa, Kan., as members 
of the group. 
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6,000,000 
MEALS! 


| . HOUSEHOLD FAMILIES ARE THE THREE-MEALS-AT-HOME KIND 


Over two million families, three meals a day. Not many “diners- 


| We out” here... they're home folks in everything they do. That's how it 
| ia > \ is in Household communities, small cities and towns under 25,000. 
\ 
be) ) }. /n Household stays at home, too, never gets away from food . . . dec- 
» ray J Yi: ° : ° 
a Gis / “ orating ... gardening . . . child care. 
; v ‘ Home editorial, for home families? in the home towns of America 
—what better combination for selling to the home? 


HOUSEHOLD HITS HOME 


sing HOUSEHOLD Magazine 


Topeka, Kansas 


*76% home-owners 
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Elgin American’‘s 
New Watch Line Set 
for Debut in July 


New York, April 10—Elgin 
American will crash into the 
watch business in July, when it 
will introduce a “Certina EA” line 
of men’s and women’s watches 
ranging at retail from $39.95 to 
$500. 


Allen B. Gellman, president of! year, and at peak production U. S. 


Illinois Watch Case Co., of which 
Elgin American is the division 
making compacts, lighters and cig- 
aret cases, told of the decision last 
week, on his return from Europe. 

Mr. Gellman said the Certina EA | 
watches would be advertised via 
television, radio, national maga- | 
zines, Sunday and daily newspa- | 
pers, and business publications. 

The watch promotion, he said, | 
will follow the lines of the pro-| 
gram “that has made Elgin Amer- | 
ican successful.” Frank R. Brod- 
sky, Chicago agency, will handle 
watch advertising. Russel M. Seeds 
Co., Chicago, is the agency on El-| 
gin American compacts, lighters, | 
cigaret cases and pearls. 


‘s Movements for the Certina EA 


(to be produced in about 150 wrist 
and pocket models) will be im- 
ported from Kurth Freres in 
Grenchen, Switzerland. Cases will | 
be produced by the Illinois com-| 
pany 
’ Elgin American plans eventually | 
to import 500,000 Swiss move- 
Ments per year, Mr. Gellman said. 
’ “The quality of our watch will 

ake it a big seller,” said Mr. 

ellman, who expects that five 

ears will see Elgin American 
reak into the big four of the} 
ratch business. He said the Cer- 
Bina EA would have large, high- 
—- jewels and sturdy con- 


ruction. 

Mr. Gellman said the move to 
Barket Certina EA was forced by | 
Rc fact that the company “had | 

pached the point of diminishing 

Peturns in the watch case busi- | 
Ress.” 
» This is not Elgin American's 
Brst venture into the watch mar- 
keting field, the company having | 
imported Swiss movements and 
@ssembled them up until the early 
1930s. 


@ Mr. Gellman deplored “agita- 
fion in this country on the part of 
domestic watch manufacturers to 
impose a high tariff on Swiss | 
watches.” Both Elgin National 
Watch Co. and Hamilton Watch Co. 
have asked for the higher tariff, he | 
said. | 

Such a_ step, he cautioned, | 
“would lead to popular resentment | 
in Switzerland, and it would in-| 
jure greatly that country’s econ- 
omy at a time when we are pre- | 
sumed to be doing everything we} 
can to bolster Europe’s economic 
position.” 


MOVED 
RECENTLY? 


if you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue . .. and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Minols St., Chicago 11, Il. 


In addition to the proposal to in- 
crease tariffs, there is a bill pend- 
ing in the Senate which would 
authorize the Tariff Commission to 
put a limit on the number of 
Swiss movements that could be 
imported, Mr. Gellman said. 


Passage of this bill could result | 


in a drastic shortage of watches, 
he said. 


s The American public buys 8 to 
10,000,000 jeweled watches per 


manufacturers can supply only 
about 2,500,000 jeweled move- 
ments, Mr. Gellman said. The re- 
mainder must be imported, and if 
the tariff is increased it just means 
higher prices for the consumer, he 
added. 

If the tariff is increased $4 per 
movement, for example, it would 
mean a $10-12 increase in the re- 
tail price after the importer, dis- 
tributor and retailer had added on 
their markup, he said. 


there are 150 to 200 American 
companies that import Swiss jew- 
eled movements and assemble 
them into American-made watch 
cases. Only three U. S. companies 
manufacture jeweled movements, 


'he said. They are Elgin National, 


Hamilton and Waltham. The last- 
named has been undergoing serious 
financial and marketing difficulties 
during the past year. 

Mr. Gellman said the economic 
picture in Europe had brightened 
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aspects of the situation,” he de- 
clared, “have improved to the 
point where the dollar gap is no 
longer a critical problem, and the 
export-import balance has been 
achieved in spite of the political 
and economic chaos produced by 
the ideological cold war.” 

He said that communism “is no 
longer the imminent threat that it 
seemed to be a year ago,” and that 
he found “less fear in Europe of 
the imminence of war” than he 


Mr. Gellman estimated that since last May. “The merchandise had expected. 


Yes, Television 


"Tae people of America are bombarded day 
and night with sights and sounds, words and 
pictures .. .72-page newspapers . .. magazines 
beyond counting... radio around the clock 
... phosphorescent paint signs... multi-plane 
sky-writing ... loudspeakers in buses... 
roadside rhymes . . . books . . . booklets... 
brochures . . . movies. 


And the latest, inost sensational member of 
the family — Television. 

The 24-hour day has not given an inch oi 
ground, not a second of time. The human 
mind cannot absorb every course of this 
intellectual feast. 


Changing values in advertising 


With this glut of media, advertising values 
have begun to change. The magazine is read 
more swiftly so that the reader may get on 
to something else. The radio is listened to 
with a progressively deafened ear. 


But advertising values are not necessarily 
declining. Out of air not so thin as we had 
imagined has come the remarkable, new me- 
dium of Television. Television, fantastic in 
its concept, yet swift to mature, is avidly 
watched and listened to by more and 
more millions. It streaks its way into some 
12,000,000 homes and becomes part of the 
family. It has brought with it a built-in abil- 


ity to sell merchandise—and also some built-in 
problems for the national advertiser: 

How can he use Television and still reach 
his entire market? 

How can he re-arrange his budgets to in- 
clude Television? 


Television and what other media make the 
strongest combination? 


An answer to all three questions can be 
found in the combination of Television and 
the Sunday Comics Section. Here are some of 
the reasons why: 


Some facts you should know 


1. Of all major media, the Sunday Comics 
Section has been the least affected by Tele- 
vision. It commands a cloistered spot, a 
guarded corner in the swift-moving, jam- 
packed week. On Sunday morning, the pres- 
sures are relaxed . . . the competition of other 
media is at an ebb. The family sprawls out 
and reads the Sunday paper. The Comics 
Section is read by more people than hear, 
read, see or otherwise absorb any other means 
of communication at any one time! 


Long before Television, Comics offered the 
advertiser more readers for his dollar than he 
could buy through any other form of printed 
media. Today, this advantage is more pro- 
nounced than ever. 
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Ames Appoints Orr V. P. 


George W. Orr Jr., formerly 
general sales manager and mem- 
ber of the board of directors of 
Wm. S. Merrell Co., Cincinnati, 
has been named vice-president in 
charge of sales of Ames Co., Elk- 
hart, Ind., pharmaceuticals, a sub- 
sidiary of Miles Laboratories. His 
—— becomes effective 

ay 1. 


Productioneers Club Elects 
Joseph R. Davis, of Publishers 
Weekly, has been elected president 


of the Productioneers, New York 
business paper production person- 
nel club. Other officers named are: 
Victor Strano, Chain Store Age, 
vice-president; Violette Takacs, 
The Progressive Grocer, secretary, 
and Pauline Ray, Haire Publica- 
tions, treasurer. 


Two Appoint Coleman Agency 

Coleman Advertising Agency, 
Portland, Ore., has been appointed 
to handle the accounts of Nehi 
Beverage Co., Portland, and Ore- 
gon Chip Steak Co., Portland, fro- 


zen foods. Both accounts will use Pepsodent Appoints Gable 


Point-O-Salescast, an in-store 
broadcasting system, in Portland 
and Salem, Ore. 


Barker's Biscuits to Foster 

Harry E. Foster Advertising, To- 
ronto, has been named to handle 
the advertising of Barker's Biscuits 
Ltd., Toronto. Advertising for the 
early part of 1951 will be limited 
to markets close to the company's 
head ofiice and will gradually be 
extended to markets outside On- 
tario. 


Rollie Gable, formerly in the 
production department and then 
assistant account executive in the 
Portland, Ore., office of Mac Wil- 
kins, Cole & Weber, has been 
named Oregon representative of 
Pepsodent division of Lever Bros. 
Co. 


Lamb Joins Abbott Kimball 

John A. Lamb, formerly an ac- 
count executive with the Edwin 
Byrd Agency, has joined Abbott 
Kimball Co., New York. 


is here to stay! 


2. 44,000,000 Comics Sections — well over 
three times the number of ‘Television receivers 
—are distributed each Sunday, covering the 
whole country. Eight out of ten adults read 
the Comics—eight out of ten of your poten- 


tial customers. This vast audience gives the 


broadest possible scope to the combination of 
Television and Sunday Comics. 


3. No other print medium reaches so many 


readers of advertising as 


Readership reports show that in Comics, per 
dollar invested, you can get up to six times 


indestructible. The comic strip gives a step- 
by-step demonstration of your product, its 
uses and the need for it. And Sunday Comics 
have —we hate to be mean about this— 
COLOR. And they have it now! 


To advertisers, in a time of changing values, 
Television and Sunday Comics make the 


soundest investment combination. Each, in 


Sunday Comics. 


the number of readers you get in national 


magazines. 


4. Comics have a ready-made, time-proven 
technique for telling a selling story—the comic 
strip technique that is dramatic, sure-fire and 


BALTIMORE Sun 

BOSTON Globe and/or Herald 
BUFFALO Courier-Express 
CHARLOTTE Observer 

CHICAGO Tribune and or Sun-Times 
CLEVELAND Plain Dealer 
COLUMBUS Dispatch 

DALLAS News 

DES MOINES Register 

DETROIT News and or Free Press 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + 


its way, not only reaches but captures the 
customer’s mind. And between the two, you 
get the broadest possible coverage of Amer- 
ica’s markets. 


Why not call in your Metro representative 
and find out how Comics and Television sup- 


The biggest thing in Comics! 


METRO‘ COMICS 


43 TOP SUNDAY NEWSPAPERS + OVER 18,000,000 HOMES + 50,000,000 READERS 


FRESNO Bee 
INDIANAPOLIS Stor 
LONG BEACH Press-Telegram 
LOS ANGELES Times 
MILWAUKEE Journal! 
MINNEAPOLIS Tribune 
NEW YORK News 

and/or Herald Tribune 
OAKLAND Tribune 
OMAHA World-Herald 


PHILADELPHIA Inquirer 

PHOENIX Arizono Republic 
PITTSBURGH Press 

PORTLAND Oregon Journal 
PROVIDENCE Journo/ 

ROCHESTER Democrot & Chronicle 
SACRAMENTO Bee (Sot) 

SALT LAKE Tribune 

SAN ANTONIO Express 

SAN DIEGO Union 


SEATTLE Times 


ond / or Post 


plement each other—how they can be hitched 
together to make America’s strongest adver- 
tising team, 


SAN FRANCISCO Chronicle 


SPOKANE Spokesman-Review 
SPRINGFIELD Republican 

ST. LOUIS Post-Dispotch 

ST. PAUL Pioneer Press 
SYRACUSE Post-Stondord 
TACOMA News Tribune 
WASHINGTON Stor 


SALES OFFICES IN NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


Dormeyer Features 
Products as Gifts 


Cuicaco, April 11—Dormeyer 
Corp. is using a series of quarter- 
page ads in Better Homes & Gar- 
dens, Life and The Saturday Eve- 
ning Post to boost its food mixer, 
Fri-Well cooker, toaster and food 
blender as Mother's Day and June 
wedding gifts. 

The company's “precision pro- 
motions,” which feature the Fri- 

| Well and mixer in the primary il- 
lustrations and other products in 
the line elsewhere in the ads, will 
run through early June. 

In addition to the magazine copy, 
the company also has prepared an 
elaborate dealer promotion kit, in- 
cluding newspaper mats, radio 
commercial scripts and transcrip- 
tions, television films, envelope 
stuffers, counter cards and similar 
material. 

John W. Shaw Advertising is the 

agency. 


Lamson Engages Ellor 

Lamson Corp., Syracuse, N. Y., 
has appointed J. B. Ellor, formerly 
with W. C. Ritchie & Co., to the 
post of market research manager. 
Mr. Ellor’s duties will be to re-ap- 
praise fields where Lamson's con- 
| veyor equipment, pneumatic tube 
systems, automatic pallett loaders 
and blowers can be utilized. 


Goldstein Appoints Seelig 

Alvin M. Goldstein & Associat 
St. Louis distributor of Trav-I 
TV, radio and home applianc 
has placed its advertising wi 
Seelig & Co., St. Louis. 


Timken Names Salvage A. M. 

Seward T. Salvage, sales pr 
motion manager of Timken Roll 
Bearing Co., Canton, O., has be 
appointed advertising manager. 
joined the company in 1933. 


Adclub Names James Abbott 

James Abbott, of the Craftsm 
Press, Seattle, has been appoint 
chairman of the public activiti 
committee set up by the Seat 
Advertising and Sales Club. 


RECORDERS 
IMPORTANT 

IN AGENCY WORK 
Tape recorders are valuable 


to the modern advertising 
agency. An important aid in 


- radio and TV production 
mee, and transcriptions in addi 
ai tion to sales training and 
DA audio-visual work. 


jy/ucoxfyay 


TAPE RECORDIO 


A quality Tape Recorder. . . 

record two tull hours on a 
2 five-inch reel of tape 
remarkable fidelity and clar 
ity . Phonograph arm for 
copying records on tape . . . 
public address system . . 


Sy tape can be erased and re- 
2a used . . . fast forward and 
me 6 reverse: =. . . portable . . 


weighs only 21 pounds . . 
low-priced .. . WRITE FOR 
CIRCULAR A-10 
“At leading radio ond music 
stores everywhere 


WILCOX-GAY CORPORATION 
CHARLOTTE, MICHIGAN 
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Industrial Admen 
in NY Give Award 
to ‘Steel's’ Zollner 


New York, April 10—Election of 
new officers, selection of the man 
of the year in industrial advertis- 
ing, and a talk on how advertis- 
ing men can use publicity to better 
advantage featured the annual 
_meeting yesterday of the Indus- 
trial Advertising Assn. of New 
York. 

The IAA space salesman of the 


year award was presented to Carl} 
Zollner, district manager of Steel. | 


Runners-up selected from a list of 
92 nominees were: Jack Steven- 
son, Business Week; Ted Alcorn, 
Engineering & Mining Journal and 
Coal Age; Emil W. Kreutzberg, 
Steel, and Ted Boyer, Progressive 
Architecture. 

Hal Davis, vice-president in 
charge of publicity at Kenyon & 
Eckhardt, told an over-flow meet- 
ing that industrial advertising men 
have a lot to learn about using 
publicity to better advantage. He 
urged advertising managers to get 
acquainted with publicity men and 
editors and to take advantage of 
potentials not now being used. 
Many of the same techniques used 
in consumer publicity can be used 
by industrial companies. he said, 
if a little imagination is applied 
o studying market potentials. 


New IAA officers for the en-| 
ing year are: Maurice J. Phillips, | 
ssistant advertising manager, In- 
rnational Nickel Co., president; 
ohn Paul Carroll, advertising 
anager, American Brake Shoe 
©., Ist vice-president; R. D. Hand- 
y, advertising manager, Syl- 
ania division, American Viscose 
orp., 2nd vice-president; and K. 
. Putnam, account executive, G. 
Basford Co., secretary-treas- 
rer. 


' 
our Foreign Papers Suspend 
lecause of Newsprint Prices | 

Four newspapers in different | 
rts of the world have suspended 
ublication because of high news- | 
int prices, according to American 
éwspaper Publishers Assn. They 
re the Telegraph of Hong Kong, 
hina; Express, Adelaide, Austra- 
a; Die Volksten, Capetown, South 
frica; and the Danish provincial 
fewspaper, Morsoe Vanstreblad. 
| Newsprint prices in Europe, ac- 
@ording to reports from the Inter- 
national Federation of Newspaper 
Editors & Publishers, range from 
$66.68 per ton for domestic paper 
in Austria to $177.27 in Great 
Britain. 


Lustberg Sets Largest Drive 
Lustberg, Nast & Co., New York, 
sportswear manufacturer, will 
break the largest advertising cam- 
paign in the company’s 88 years 
with a full-color page ad in the 
September issue of True and the 
Oct. 13 issue of The Saturday Eve-| 
ning Post, for Lustron, a new type | 
of outdoor fabric. The schedule al- | 
so includes sports and outdoor 
magazines. Grey Advertising 
Agency, New York, is the agency. | 


Conway Joins Robert Meeker 

Ben F. Conway, formerly with, 
Dancer-Fitzgerald-Sample, has 
joined the New York sales staff of 
Robert Meeker Associates, radio 
and TV station representative. 


1951 DIRECTORY 
OF COUNTRY & SUBURBAN 
HOMETOWN NEWSPAPERS 
This is the 32nd consecutive edition 
containing over 8,000 weekly news- 
rs with the latest information in- 


State Maps Mechanical Data 


ORDER YOURS TODAY $8 cir, 
AMERICAN PRESS ASSOCIATION 
920 Broadway, N. Y. 10, N. Y. 
: GRamercy 5-5701 


Missouri Coupon Redemption 
Bureau Is Organized 

Missouri Coupon Redemption 
Bureau has been organized as a 
division of Accredited Newspaper 
Assn. to handle, audit, and redeem 
coupons exclusively for Tom Boy 
Stores, a voluntary chain of 250 
grocery stores. It is planned later 
that the bureau will handle coupon 
redemption for other retail gro- 
cery groups. A feature of the new 
service will be a market report 
audit, detailing coupon redemp- 
tion market by market. A. M. Shu- 
mate, vice-president of the associ- 


ation, will act as manager of the 
bureau. Accredited Newspaper 
Assn. comprises four controlled 
circulation weeklies: Wellston 
Journal, Observer, South Side 
Journal and North St. Louis Com- 
munity News. The bureau recently 
handled 1,000,000 Product of the 
Week coupons for James A. 
Coveny Co., New York. 


Jam Handy Shifts Radclifte 
Victor Radcliffe, sales represen- 
tative in the Detroit office of Jam 
Handy Organization, has been 
transferred to the New York office. 


Tide Water Opens 
Campaign in West 
on ‘Tiger’ Gasoline 


San Francisco, April 9—An ex- 
tensive new advertising campaign 
has been launched by Tide Water 
Associated Oil Co.’s western di- 
vision to acquaint the public with 
the company’s new Flying “A” 
Ethyl gasoline with Tiger Stocks. 

Western newspapers opened the 
campaign with 90” ads. A color ad 
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| was run in Sunset and b&w ads in 


the Olympian and automotive 
magazines. Painted bulletins and 
24-sheet posters will carry the 
message to motorists on the high- 
ways. Pamphlets, brochures, win- 
dow streamers and pump stickers 
will remind motorists at point of 
sale. 

The campaign will continue 
throughout the spring and sum- 
mer, dramatizing the “tiger” power 
in Flying “A” Ethyl gasoline. 

Buchanan & Co. is the agency. 
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Heffernan Named NBC V. P. 


Joseph V. Heffernan, vice-presi- 
dent and general attorney of Ra- 
dio Corp. of America, has been 
named financial vice-president of 
the company’s subsidiary, National 
Broadcasting Co., New York. 


Fulbright Names Auerbach 

Fulbright Industries, 
ville, Ark., has appointed Alfred 
Auerbach Associates, New York, to 
handle the advertising, publicity 
and sales promotion on its new 
line of modern furniture. 


Fayette- | 


Royal Trust Names Haken 


H. N. Haken has been appointed 
manager of the advertising and 
public relations department of 
Royal Trust Co., Montreal. He 
|/was formerly with Guardian As- 
| sociates Ltd., Montreal publisher. 


_U. S. Steel Promotes Norton 


Thomas W. Norton has been ap- 
pointed advertising manager of 
United States Steel Supply Co., 
Chicago, a subsidiary of United 
States Steel Corp. Mr. Norton has 
| been with the company since 1949. 


Greenthal Promotes Diener 

David E. Diener has been named 
to succeed Roger H. Lewis as copy 
chief of the Monroe Greenthal Co., 
New York. Mr. Diener has been 
with the agency since 1947. Mr 
Lewis, recently named vice-presi- 
dent of the company, will supervise 
creative work of the agency in the 
motion picture and general ad- 
vertising departments. 


Bestform Sets Special Drive 
Bestform Foundations Inc., New 
York, will break a special cam- 


paign for its new Eternal Youth 
girdle ($8.50, “with the fit and 
freedom of fabulously expensive 
girdles”) via a b&w page in the 
May 7 Life. B&w half-pages will 
follow in Ladies’ Home Journal, 
Look, Todey’s Woman and Wo- 
man’s Home Companion. Grey Ad- 
vertising Agency, New York, is the 
agency. 


CAAA Moves Toronto Office 

Canadian Assn. of Advertising 
Agencies has moved its Toronto 
office to 1 Delisle Ave. 


Woman’s 


ad 


than 


"any other 
' magazine 
in the world* 


sales per issue... the world’s largest single-copy circulation 


on sale at all A&P Stores 


Oliver Uses Booklet 
to Promote Film on 
Soil Conservation 


Cuicaco, April 10-—Promotion on 

the premier of a sound-color film, 
produced by Oliver Corp., farm 
|}and industrial machinery manu- 
| facturer here, has proved so suc- 
| cessful that the company has pre- 
pared a promotion booklet for the 
instruction of its branch managers 
throughout the U. S 

The film, made by Oliver in co- 
operation with the government's 
Soil Conservation Service, portrays 
the cooperation of farmers, the soil 

| conservation districts and industry 
| The film itself is non-commercial, 
mention of Oliver occurring only in 
the credits. 
| The booklet contains reproduc- 
tions of letters sent to appropriate 
| educational institutions, govern- 
mental departments, farm groups, 
| plus radio and newspapers. It al- 
| So gives examples of announce- 
| ments concerning the first show- 
| ing, and contains reproductions of 
newspaper articles reporting the 
premier. 

Oliver's agency, Buchen Co. 

| here, did much of the direction, 
planning and scripting of the film. 


Forms Merchandising Group 

Jerome Kaufman, formerly as- 
| sociate managing director and di- 
| rector of industry and public rel 
tions of the National Assn. of T 
bacco Distributors, will head M 
tual Merchandising, a new 
dries buying and merchandisi 
organization which will furni 
| subscribing tobacco wholesale 
with buying, merchandising a 

romotional services. The grou 
| headquarters are temporarily | 
cated in the Prince George Hot 
New York. 


| Majestic Cuts TV Prices 


Majestic Radio & Television 
vision, Wilcox-Gay Corp., 
York, has announced reduc 
| prices on two 17” television r 
| ceivers. The first, which former 
sold for $239.95, will retail f 
$199.95. A mahogany console, pr 
viously marked at $299.95, will 
offered for $269.95. 


Z 


Alters 4-Color Requirements 
Canadian Home Journal, Toro 

| to, has issued a supplement to ral 
card No. 43 detailing rece 

changes in four-color mechanic 

|requirements for the magazi 
| which are effective immediately. 


Your product—or your competitor's 
product—must be purchased for every 

New Home. 
| Smal! Homes Guide Readers are serious 

about the products and equipment that 
will go into their new home. Here is 
@ magazine market where every reader 
is @ buyer—where every product mes- 
sage is studied and compored. 
Small Homes Guide Readers are volun- 
tery readers (newsstand sales only). 
They need SMALL HOMES GUIDE— 
they ore builders and plenners of New 
Homes. Be sure your product story 
covers these must buyers of everything 
the? goes into a new home. 


The First Publicotion in the New 
Home q 
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Hiatus Concession 
Made by Networks 


New York, April 10—Advertis- 
ers returned last week from their 
convention in Hot Springs to find 
significant ground had been won 
in the battle to get National Broad- 
casting Co. and Columbia Broad- 
casting System to lower radio 
rates. 

Though the Assn. of National 
Advertisers’ recent report on tele- 
vision's effect on radio time values 
carefully skirts the subject of 
rates, the networks are aware of 
the general sponsor belief that ad- 
justments in nighttime costs in TV 
markets are overdue. 


HOLE 
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| The concession relates to sum- 
}mer schedules but should result 
in sizable savings for sponsors of 
| the top stars who always get a va- 
cation. In the past, advertisers who 
took hiatuses were penalized for 
| the layoff when it came to pay the 
bill. At NBC they were billed 28% 
of the card rate for the hiatus peri- 
|}od. At CBS an adveriiser’s hiatus 
| cost has been 5% of the program’s 
| time charges during 44 weeks of 
the year. 


@ The first move was made by 
NBC, which informed nighttime 
radio sponsors of 13 weeks stand- 
ing who renew for fall that they 
can have eight weeks of hiatus at 
no charge. An advertiser taking 
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more than eight weeks will be 
charged for the rest at the full 
rate, unless NBC sells the time to 
somebody else, in which case the 
winter advertiser will not have to 
pay. 

Columbia's counter strategy has 
not been formulated, but reported- 
ly the network will permit adver- 
tisers spending $1,500,000 or more 
annually to take eight weeks of 
hiatus free. 


Transfers Cigaret Account 
Benson & Hedges has transferred 


advertising for Parliament and 
Virginia Rounds cigarets from 
Kudner Agency to Benton & 


Bowles, New York, effective June 


Advertising Age, April 16, 1951 


Government Will Act Against All Those 
Involved in Tie-In Liquor Sales: Mealey 


New York, April 11—The Bu- 
reau of Internal Revenue’s alcohol 
tax unit will take prompt and 


vigorous action against anyone in-| 


volved in tie-in liquor sales, ac- 
cording to Carroll E. Mealey, dep- 
uty commissioner of the unit. 

Speaking at the annual meeting 
of the Wine & Spirits Wholesalers 
of America here, Mr. Mealey dis- 
cussed the problem of tie-in sales 
with Abraham Tunick, Washing- 
ton counsel for the wholesalers’ 
group. 

“This time action will be not 
only against the wholesalers, but 
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This building material mer- 
chant—a BSN reader—does a 
whopping million dollar an- 
nual gross volume, all retail, 
mostly cash and carry. 
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This is a lumber dealer, 1951 model. He’s a supermarket building material merchant 


in his own home town. 


He and others like him will advertise, promote and sell housewares and homes, fans 


and furnaces, roofing and refrigerators, giftwares and garages. Regulation X won't 


stop him because more than half his sales in 1951 will come from remodeling, repairs 
and over-the-counter sales to 46,000,000 families and farmers. There are few 


restrictions on this market. 
As always. the building material merchant will sell a still-vast volume 

of building products to his 100,000 builder-contractor customers. He's headquarters 

for building product sales, and key man to hold up 1951 building industry sales. 
BSN’s more than 19,000 dealer-readers average more than $356,000 annually 

in sales. The BSN dealer-reader is the biggest local merchant in the average 

town. So, fix the BSN building material merchant in your mind — to 


help sell your product. 


Building Supply News 


5 South Wabash Avenue 


© Chicago 3, Illinois 
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“Because it offers less waste 
and greater interest in pe- 
tiods of economic stress — 
the business paper is the 
short, sure approach to the 
a t, most 
branch of the 
industry.” 


rer 


building « 


— Harold H. Rosenberg 


For more valuable information, send for 42-page 
booklet, “SALES AND PROFITS PLANS FOR 1951.” 
Phone your BSN representative for your copy. 


also their suppliers—the importers 
and producers—who set the tie-in 
sales in motion,” Mr. Mealey said. 

Mr. Tunick declared that “be- 
| cause of the highly regulated na- 
ture of our industry, we are en- 
| joined from using sales techniques 
| which are used with impunity in 
other industries.” He questioned 
the legality of procedures against 
tie-in sales, and said it would be 
difficult to prove tie-ins in the 
liquor business. 


@ Sidney J. Hamilton, vice-presi- 
dent of National Distillers Prod- 
ucts Corp., New York, acknowl- 
edged “a return, to some degree, 
by producers of the infamous tie- 
in tactics indulged in by so many 
during the last war.” He said these 
tactics “aggravate an already bad 
situation.” 

The “bad situation” referred to 
by Mr. Hamilton refers to “ex- 
cessive inventories at both the 
wholesale and retail levels; badly 
strained credit relations—again at 
both wholesale and retail levels; 
and great difficuity for the dis- 
tiller and wholesaler to maintain 
even normal distribution of major 
standard brands as the retailer 
seeks to get out from under his 
excessive inventories of lesser- 
known slow-moving items.” 

He attributed these conditions 
|to the start of the Korean War, 
| the decision to mobilize for pos- 
sible war, and to the “turmoil” 
aroused by the threat of increasing 

| excise taxes. 
R. Robert Smith, director of ad- 
| vertising and merchandising for 
Publicker Industries, Philadelphia, 
blasted newspapers and magazines 
for imposing “humiliating restric- 
tions” on liquor advertising (see 
story on Page 38). 


e John S. Schulte, vice-president 
of Park & Tilford Distillers Corp., 
refuted rumors that American im- 
porters have 1,000,000 cases 0” 
Scotch in bonded warehouses. He 
said importers’ Scotch inventories 
are almost completely exhausted 
and that the importers have been 
operating for some time on a hand- 
to-mouth basis. 

Mr. Schulte said that there 
| couldn't possibly be more than 
| 146,873 cases in bond, and added 
that this small quantity “is not 
controlled by importers, but rather 
by wholesale and retail distribu- 
tors and monopoly states that have 
purchased Scotch whisky in bond.” 


Weekly to Bow in New York 

New York Review, a_ tabloid 
weekly selling for 1¢, will bow in 
New York (Manhattan, Bronx, 
Brooklyn) on May 24. The Re- 
view’s ad rate is 50¢ a line, with a 
100,000 circulation guarantee. The 
weekly will have 1,000 lines to a 
page and will run to 24 pages or 
more. It will cover human interest 
stories, TV, radio, entertainment, 
movies and services. William J 
Swagerman, former newspaper 
representative, will be ad mana- 
ger. G. Huntington Hartford is the 
publisher. Shannon & Associates, 
New York, is national representa- 
tive. 


‘Range Rider’ Gets Sponsors 

“Range Rider,” the new televi- 
sion show starring Jack Mahoney, 
has already picked up sponsors in 
10 markets. The film package is 
being sold through Radio Sales 
the radio-TV station representa- 
tive division of CBS. Langendorf 
United Bakeries is presenting the 
program in San Francisco, Los An- 
geles, San Diego and _ Seattle 
through Biow Co. 


Petry Appoints Smith 

Edward L. Smith, formerly of 
KJBS, San Francisco, has joined 
the San Francisco office of Ed- 
ward Petry & Co. as a television 
sales executive. This appointment 
completes the separation of the A\! 
and TV staffs in the San Francisco 
office of the radio-television sta- 
tion representative. 
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IN CHICAGO 


RETAIL FOOD MERCHANTS...FULLY AWARE 

OF THE CHICAGO DAILY NEWS’ POWERFUL 

HOME INFLUENCE AND WOMAN READERSHIP | 
Year After Year...Place 


MORE RETAIL GROCERY ADVERTISING 
IN THE CHICAGO DAILY NEWS THAN IN ANY 


OTHER CHICAGO NEWSPAPER... 
MORNING... EVENING...OR SUNDAY 


; RETAIL GROCERY ADVERTISING: 
In the first 3 months of 1961 . PLACED IN CHICAGO DAILY NEWSPAPERS 
the CHICAGO DAILY NEWS © DURING THE FIRST 3 MONTHS OF 1951 


“published 526,336 lines =e ; Daily News (Eve.) . 525,335 48.2% 
Herald-American (Eve.) 331,233 30.4 
7 Tribune (Morn.) 148,818 13.7 
4 Ths was: 194,102 MORE LINES Sun-Times (Morn.) 84,362 7.7 
} than ran in any other Chicago ; Total 1,089,748 100.0%, 
Ws ime *Liquor lMinage omitted Source Media Records, Inc 
- ern - aoe morning, nee: E 


CHICAGO DAILY NEWS 


For 76 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: CHICAGO 4, ILLINOIS 


NEW YORK: 9 Rockefeller DETROIT: Free Press MIAMI BEACH: Southern Publications LOS ANGELES: Story, Brooks & Finley, Inc. 
Plaza Building 420 Lincoln Road 624 Guaranty Building 
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Function of Industrial Advertising 
in Wartime Discussed at CBPA Meet 


More than 206,000 copies of the 
book were distributed, and a score 
of movie prints were kept in con- 
stant use, Mr. Tymick said. 


Cuicaco, April 10—Four specific 
examples: of how industrial ad- 
vertising should be used in war- 
time were presented at a meet- 
ing of the Chicago Business Pa- 
pers Assn. here yesterday. s Henry Leland, assistant man- 

The speakers—three industrial ager of advertising and sales pro- 
ad managers and an agency execu- 


motion, General Electric apparatus 
department, Schenectady, showed 
business paper ads published to 
help readers locate reliable supply 
sources, select and determine costs 
of welding electrodes and reduce 
time required for training workers. 

He also illustrated how indus- 
trial advertising was used to tell 
the story of a 158-ton saving of 
copper and steel by the use of a 
new and different system of power 
distribution. 

Speaking of the importance of 


editorial content in business pa- 
pers, Mr. Leland said: “Industrial 
advertising managers can do much 
to make editorial pages more ef- 
fective by sharing with editors the 
experiences of the engineers and 
production men of their companies. 

“During World War II, our news 
bureau submitted to the business 
press a series of ‘how to’ and 
‘know how’ articles describing 
methods used by our company to 
increase production and conserve 
materials. These articles covered 


Advertising Age, April 16, 1951 


such subjects as ‘Smoothing the 
Scrap Cycle,’ ‘Indexes That Point 
to Turbine Overhaul’ and ‘Keep- 
ing Arc-Welding Sets Up to War- 
time Efficiency.’ ” 


s Schuyler Hopper, president of 
Schuyler Hopper Co., New York, 
said that American industry had a 
secret war weapon in the nation’s 
well-staffed system of industrial 
communications. More than 1,600 
industrial and professional publi- 
cations serve the special job in- 


tive—had recently been part of a 
seven-man panel of National In- 
dustrial Advertisers Assn. mem- 
bers that conferred with officials 
of the Army, Navy, Air Force and 
Munitions Board at a_ special 
Washington meeting arranged by 
the Department of Defense. 


e A. R. Tofte, manager of adver- 
tising, Allis-Chalmers Mfg. Co., 
Milwaukee, told how industrial ad- 
vertising had been used to increase 
machine productivity during World 
War II | 

Citing a specific instance, Mr. | 
Tofte told of the serious problem 
of proper maintenance of electric 
motors, which arose early in the 
war. 

“In normal times, motor main- | 
tenance is routine, and mainten- | 
ance men follow a more or less} 
Poutine chart,” he explained. “But | 

en the war came along, motors 

1 not just one shift, but around 

» clock. This created new main- 
t@nance problems—and there were | 
téns of thousands of new factory | 
Workers, now responsible for 
Maintenance for the first time— 
eo they had only the old, one- | 
ift maintenance charts to fol-| 


“American industry had the 

oblem of making existing motors 

a bigger job, take a bigger load, 
amd last longer; and the problem 

d to be solved before too many 
_ were burned out. 

*“We prepared a_ booklet, il- 
trated in the simplest possible 
nner, to help maintenance men 
et these new conditions. There | 

Was no reference to make of motor. | 

If applied to all motors. 

'“But having the booklet was 
only the beginning. We advertised | 
te let industry know that here was 
a guick and efficient answer to 
those unhappy motor maintenance 
problems. The response was im- 
mediate.” 

Mr. Tofte also showed examples 
of the company’s advertising which | 
were published during the last 
war to tell plant men how to im- 
prove production methods, how to 
get more out of existing equip- 
ment, how to reduce waste and 
how to make equipment last long- 
er. 


e Henry W. Tymick, senior ac- 
count executive, Buchen Co., Chi- 
cago, representing H. H. Simmons, 
manager of advertising and sales 
promotion, Crane Co., Chicago, ex- 
plained how industrial advertising 
helped train inexperienced piping 
maintenance men. 

Because of an appalling daily 
misapplication and waste of scarce 
valves and fittings, resulting in 
partial shutdowns and reduced 
output in plants and factories 
across the nation, the company, in 
1941, launched a program which 
included literature on the funda- 
mentals of piping; advertising to 
announce the availability of such 
literature, and a film to dramatize 
the material contained in the lit- 
erature. 

Both a 32-page booklet and a 30- 
minute, 16mm sound movie were 
released under the title, “Piping 
Pointers for Industrial Mainte- 
nance Men,” and more than 200 
pages of industrial advertising in 
35 business papers were used to 
tell of the availability of the ma- 
terial. 
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terests of 
ing personnel, he explained. 

Discussing the value of informa- 
tive literature, including instruc- 
tion handbooks, maintenance man- 
uals, data sheets and catalogs, Mr. 
Hopper said: “This is a vehicle of 
industrial communications not 
generally thought of as advertis- 
ing. Yet it is often the biggest part 
of an industrial manufacturer's ad- 
vertising budget.” 

Turning to the layman’s con- 


many concentrated | 
groups of supervisory and operat- 


ception of industrial advertising, 
Mr. Hopper added: “Much of the 
confusion regarding the role of ad- 
vertising in spreading vital in- 
dustrial information in periods of 
national emergency stems from the 
erroneous impression that the sole 
purpose of industrial advertising 
is to sell. 


ea “It should be understood that 
even in peacetime the fundamental 
purpose of industrial advertising is 
to inform. 


“Remembering that industrial 
advertising is fundamentally a fast 
and economical means of inform- 
ing the country’s production men, 
it becomes apparent that industrial 
advertising conserves immense 
amounts of time and manpower for 
manufacturers of industrial equip- 
ment. Without advertising, they 
would have to depend mainly 
upon manpower to inform manu- 
facturers of ways and means of 
meeting current problems of pro- 
duction.” 


Kendall Joins ‘Parents’ ’ 

Bruce Kendall, formerly with 
Suburban Life and Advertising & 
Selling, has joined Parents’ Maga- 
zine. He will represent the New 
York metropolitan section of the 
magazine. 


Pohlman Appoints Beck 

Arthur A. Beck has been ap- 
pointed sales and advertising man- 
ager of Pohlman Studios Inc., Mil- 
waukee. He had been advertising 
and public relations manager of 
Vilter Mfg. Co., Milwaukee. 


this summer ? 


Ten million? . . . Forty million? 


Take your cue from the advertisers who cleaned up last summer 
with an average rating of 24.5 on NBC summer television. 


This year the opportunity is even greater: 


40,000,000 individual viewers — and their predominant 
summer pastime wil! be television (research proves it) .. . 


a record fourteen million TV sets — double last summer’s total — 
and almost three times the circulation of the nation’s 


largest magazine .. . 


lusty ratings — in television, sets in use 
stay just about as high during summer as in other seasons. 
(Straw hat advertisers on NBC-TV reached seven households 
in the summer months for every six they had 
reached in the previous quarter of 1950). 


Where else in advertising can you find a mass medium 
that delivers more in summer? And for less money. 


These are facts. Just off the press is an NBC presentation 
which shows in a dozen different ways why you stand to 
clean up with an NBC straw hat program. Send for it today — start 
covering two-thirds of the national market by the Fourth of July! 


NBC Summer Television 
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SUMMER SALE 


Here’s just a sample of the won- 
derful summer buys from which 
you can take your pick—shows that 
will be second to none in audience 
and dollar-for-dollar economy: 


Ben Blue’s Barn Theatre 
The Doodles Weaver Show 


The Clock 
Cameo Theatre 


Dorothy Kilgallen and Dick Kollmar 
John Cameron Swayze's Scrapbook 
Bill Stern's Sport Show 

Vacation Wonderlands 

NBC Summer Theatre 


Stadium Concerts 
The Ernie Kovacs Show 


An NBC Television salesman will 
give you a complete list, with pro- 


gram descriptions, prices and de- 
tails of the brand new Straw Hat 
Incentive Plan. Call NBC-TV sales 
offices in New York, Chicago, De- 
troit and Hollywood. 


Bradford Writes 
New Introduction 
to Market Research 


New York, April 12—-When Er- 
nest S. Bradford was planning his 
new volume, “Marketing Re- 
search,” his objective was to put 
together a sound, analytical text 
for college students in a first 
course in marketing research and, 
in addition, to provide a readable 
volume for others who wish to 
find out what makes marketing re- 
search tick. On both counts, the 
new book is a success. 

Dr. Bradford is a member of the 
department of marketing in the 
Manhattan College school of busi- 
ness and former director of the 
bureau of business research at the 
College of the City of New York. 


|@ Market researchers, of course, 
might criticize Dr. Bradford's neg- 
lect of formulae and his failure to 
discuss the finer points of tech- 
nique. But omissions of this sort 
|apparently are intentional, with 
the result that the volume is an 
|excellent, well written, liberally 
illustrated introduction to the en- 
tire field of marketing research. 
While a reader may not always 
| find critiques of the methodology 
employed by various commercial 
| research services, for example, he 
will, however, find cogent descrip- 
tions of the objectives and methods 
| used by such services. 

The volume is published by 
| Graw-Hill Book Co. The price 
$5. 


| Sets Mother's Day Promotion 
Sanson Hosiery Mills Inc., N 
York, has scheduled color bl 
pages in May issues of Glamo 
Harper's Bazaar, Mademoisel 
|New York Times Magazine a 
Vogue for a special Mother's 
promotion. Dorland Inc., 
| York, handles the account. 


N 


What Makes Your 
Business and 
The U.S. A. Tick? 


Your employees, your associates, 
your clients and their employees 
must understand the basic prin- 
ciples of our republic. You can 
help them to read the truth 
about our interrelated, private 
competitive enterprise. 


Building A Strong America 


(Reading time, | hovr! 


This packet of six basic leaflet 
messages explains the relation 
of people and profits and what 
builds your prosperity and mine. 
The packet contains specific 
pamphlets regarding: (1) agri- 
culture—(2) the petroleum in- 
dustry—(3) the motor-vehicles 
industry—(4) your prosperity 
and mine aud individual indus- 
tries vs all family income— 
(5) people and profits—how in- 
dividual incentive and competi- 
tion “pay off.” Why not send for 
several of these packets? See 
how the interrelationship of in 
dustry and agriculture brings 
prosperity to our homes in this 
|| capitalistic republic of U.S.A. 
|| freedom. 
| 

| 


Single copies only 15, two for 
25¢, ten packets for $1.00. Send 
teday for your copies to— 
The Byron G. Moon Co., Inc. 
401 Broadway 
New York 13, N. Y. 
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Pro Baseball Gets 
Heavy Ad Support 
from RCA Victor 


CampbeEN, N. J., April 10—RCA 
Victor will lend the weight of its 
advertising and promotion 
throughout the baseball season to 
help build attendance this year at 
professional baseball games 

The campaign will be tied in 
with the celebration this year of 
baseball's triple anniversary—the 
75th of the National League, the 
50th of the American League and 
the 50th of the National Assn. of 
Professional Baseball Leagues 
(the minors). 

RCA Victor also is tying in its 
efforts with those of the Radio & 
Television Manufacturers Assn. 

RCA Victor’s campaign will 
break on April 15, which opens 
National Baseball Week. Space in 
the company’s long list of con- 
sumer magazines, full-page news- 
paper ads, and sponsored radio and 
television shows will be used, all 
partly directed toward promoting 
attendance at ball parks. 

Tying in RCA product promo- 
tion, ads will include the line “but 
if you can’t make the game today, 
see it on RCA Victor television.” 


a J. B. Elliott, vice-president in 
charge of RCA Victor consumer 
oducts, said the company ex- 
cts to build its own sales by 
Iping make the 1951 baseball 
ason the biggest in its history. 

' The national magazine phase of 
» campaign will start with a page 
the April 23 Life. A series of 20 
yperative ads for dealer use 
roughout the season also has 
en prepared. These will feature 
seball action photos and copy 

Wing support for local teams. 

* Radio support will include spots 
“Big Show,” “Boston Pops Or- 
estra" program, “Screen Direc- 
s Playhouse,” “Duffy’s Tavern” 
d the “Man Called X,” all heard 
NBC 

|} Television support will come 

through “Kukla, Fran and Ollie” 
NBC-TV, partly sponsored by 
‘A Victor. 


4 
Lewyt Offers Its Dealers 
Point of Sale Material 

‘Lewyt Corp., Brooklyn, N. Y., 
¥Yacuum cleaner manutacturer, is 

ering its dealers a _ six-piece 
‘Spring Store Identification Kit” 
So they can tie in with the com-| 
pany’s national advertising cam-)| 
paign. The kit includes the 
following point of purchase mate- 
rials: an electric display made of 
stee] and plastic which can be 
hung in the store window; two 
“shopper stopper” top-of-cleaner 
displays; and three window 
streamers featuring “No dust bag 
to empty,” Lewyt’s merit award 
from the American Society of In- 
dustrial Engineers, and Alex 
ewyt as the “man of distinc- 
tion.” 

“All too often,” said Donald B. 
Smith, Lewyt’s sales promotion 
and advertising manager, “the na- 
tional and even local newspaper 
advertising is wasted because the 


dealer has not identified himself 
sufficiently with the product. In 
the case of Lewyt, we expect to 


install at least 6,000 of these kits 

about three-fourths of our deal- 
er count-—during the spring 
months.” 


Re-introduces Junket Mixes 

Chr. Hansen's of Canada Ltd., 
Toronto, is using Toronto and 
Hamilton newspapers to re-intro- 
duce Junket quick fudge and cake 
icing mixes, which have been off 
the Canadian market since the 
war. McKim Advertising, Toronto, 
is conducting this campaign, which 
will be extended later to other cen- 
ters 


Names Mercready, Handy 

Mercready, Handy & Van Den- 
burgh, Newark, N. J., has been re- 
tained to handle the advertising 
of J. K. Smit & Sons, Murray Hill, 
N. J., manufacturer of industrial 
diamonds 


Appoints Frank Callahan 
Frank D. Callahan, vice-presi- 
dent in charge of sales of Personal 
Products Corp., Milltown, N. J., 
has been appointed to the newly 


’ created position of vice-president 


in charge of marketing. 


Timmons Joins ‘Bulletin’ 
Fitzgerald Timmons has resigned 
as an account executive of Sho- 
walter Lynch Agency, Portland, 
Ore., to join the commercial print- 
ing department of the Evening 
Bulletin, Walla Walla, Wash. 


Collier to Armour Research 

Thomas P. Collier, assistant gen- 
eral manager of export operations 
for Inter-American Orange-Crush 
Co., has been appointed manager 
of international research oper- 
ations of Armour Research Foun- 
dation of Illinois Institute of Tech- 
nology, Chicago. 


WHIO, WIOD Name Bolling 


Stations WHIO, Dayton, and 
WIOD, Miami, have appointed 
Bolling Co., New York, as their 
national representative. 


Beutner to Wertheim-Breig 


Gloria P. Beutner, formerly edi- 
torial and publicity director of the 
Pennsylvania Society for the Pre- 
vention of Cruelty to Animals, has 
joined Wertheim-Breig, New York 
agency, as publicity director. 


Cue Publishing Elects Loeb 

Edward Loeb, business manager 
of Cue, has been elected assistant 
secretary-treasurer of Cue Publish- 
ing Co., New York. Mr. Loeb will 
continue to act as business mana- 
ger. 
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“Appoints James Cook 

James McCallister Cook, former- 
ly an account executive of Hal 
Short & Co., has joined the Port- 
land, Ore., office of Mac Wilkins, 
Cole & Weber to coordinate crea- 
tive and account work. 


Dravo Appoints Brown 

Lowell T. Brown, formerly as- 
sistant superintendent of Gardner 
Displays Co., Pittsburgh, has been 
appointed manager of publications 
of Dravo Corp., Pittsburgh, and 
subsidiaries. 
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Farm Machinery Is 


“FARM 
MACHINERY” . 


That's the title of a new and exclusive 
service to ‘Star States’’ farmers. . . 
appearing regularly in The Weekly Star 
. .. to keep farmers apprised of all that 
is newest and latest and best in the ap- 
maintenance and care of 
modern farm machinery. 


ig Business| 


’ 


States 


Missouri 
Kansas 
Oklahoma 
Arkansas 


~—eeneoen —_~* — 


Tractors Trucks 


80,423 
98,157 
78,031 
60,384 


124,061 
153,162 
102,000 

54,133 


On 


Pass. Cars 


eee ems 


228,086 
173,196 
137,939 

81,162 


Corn 
Pickers 


22,775 
71,718 
28,461 

7,971 


14,567 
7,967 
2,490 

869 


an 


; 


and total circulation 
by County Agents. . 


market. 


A $3,000,000,000.00 Plus 
Cash Crop Farm Market 


The Weekly Star's substantially greater R. F. D. 


. . . documented. preference 


. wide margin of advertising 
leadership .. . proven reader and dealer prefer- 
ence . . . is proof that it delivers more advertis- 
ing impact and response in this top shelf 4-state 
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Four A’s Announces Convention Speakers 


New York, April 11—The Amer- 
ican Assn. of Advertising Agencies 
has announced the agency prin- 
cipals who will speak at its 33rd 
annual convention to be held at 
The Greenbrier, White Sulphur 
Springs, W. Va., April 19-21. 

William R. Baker Jr., president 
of Benton & Bowles and a director 
of the Advertising Council, will 
talk on “The New Role of the Ad- 
vertising Council.” Sydney H. 


Giellerup, a partner of Marschalk 
& Pratt, New York, and chairman 
of the committee on Four A's ex- 
aminations, is scheduled to speak 
on “Case Histories and Success 
Stories in the AAAA Examinations 
for Advertising.” 

“Art Directing Grows Up” is the 
subject of an address to be given 
by Walter K. Nield, vice-president 
and art director of Young & Rubi- 
cam. George C. Reeves, vice-presi- 


dent of J. Walter Thompson Co. 
and chairman of the special com- 
mittee on improvement of adver- 
tising content, will present “New 
Developments and Progress in Our 
Interchange on Objectionable Ad- 
vertising.” 


@ Speaking on “The Use of Starch 
Reports in Solicitations” will be 
Louis N. Brockway, executive 
vice-president of Y&R and Four 
A’s vice-chairman and operations 
committee member in charge of 


ethics. 

Fairfax M. Cone, chairman of 
Foote, Cone & Belding, and Four 
A’s board chairman, will deliver 
the address at the concluding 
luncheon on April 21. 

Other speakers already an- 
nounced are Sen. Paul H. Douglas 
(D., I.), Dr. Richard Glenn Get- 
tell of Time Inc., Dr. Ernest Dich- 
ter, psychological consultant, and 
Ralph Hardy, of the National Assn 
of Radio & Television Broadcasters. 

The events on Thursday, April 


@ In the “Star States” (Kansas, Missouri, Oklahoma and Arkansas) more than 


$500,000,000 is invested in farm operating equipment. 


One-third of farmer ex- 


penses are for farm machinery. To provide the food and fiber necessary to the de- 
fense effort, farm machinery must be kept rolling. 


@ That's why the editors of The Weekly Star have consistently devoted much of i 


their attention to farm equipment. 


To provide The Weekly Star’s 465,000 farm 


readers with an even better editorial service, an entire new department devoted 
to maintenance and service has been introduced. 


® Authored by John M. Ferguson and Harold H. Ramsour, Extension Agricultural 
Engineers at the Kansas State College, this exclusive bi-weekly feature is bound 
to enjoy unprecedented high readership—bound to be of inestimable value to “Star 


States” farmers. 


® Distinctive, practicable services like this have made The Weekly Star the first 
read and best read farm paper serving farmers in the important “Star States.” This 
editorial pioneering creates the right climate for your advertising. 


in the Sto 


Manure Milking Tractor 

Spreaders, || Mowers | | SMe Rakes | | _ Machines | | Motboard Plows 
48,821 170,458 22,438 21,485 105,371 
43,472 105,906 15,601 21,488 119,547 
10,301 60,061 13,455 12,452 78,068 
723 67,991 5,153 2,827 29,891 


The Weekl 


Kansas City rise 


HArrison 1200 


Largest Farm Weekly in America 
Over 450,000 Paid-in-Advance Circulation 


Grand Chicago 


202 S. State St. 
WEbster 9-0532 


New York 


15 E. 40th St. 
Murray Hill 3-6161 


| Hutchins, 
| versity 


IN. J. 


| the ACA 


19, will be limited to Four A's 
members only. They include an 
executive session for official re- 
ports and election of new officers 
and directors, business sessions, 
group meetings by agency size, and 
an organization dinner. 

Preceding the annual meeting, 
governors of the association's six 
regional councils and 14 local 
chapters will convene at the 
Greenbrier for an all-day session 
on April 18 


CANADIAN ADVERTISERS 
READY FOR MAY MEETING 

Toronto, April 11—Business and 
advertising executives from all 
parts of the Dominion will discuss 
a variety of problems facing them 
and the prosperity of Canada at 
the 36th annual convention of the 
Assn. of Canadian Advertisers here 
May 2-4. 

The three-day program of ad- 
dresses by business and educa- 
tional leaders, panel discussions, 
market research and merchandis- 
ing forums will emphasize modern 
methods of using the technical 
knowledge of advertising men to 
increase business and to meet any 
emergency in the economic life of 
the nation 

Among speakers who will ad- 
dress the delegates are Dr. Edward 
B. Hinckley, president, Babson In- 
stitute of Business Administration, 
Babson Park, Mass.; Robert M. 
chancellor of the Uni- 
of Chicago and recent 
named associate director of t 
Ford Foundation; Dr. J. S. Petri 
director of research, Canadian T 
Foundation; Bennett S. Chapp 


| Jr., assistant executive vice-pres! 


dent, U. S. Steel Corp. and pre 
dent of National Industrial A 
vertisers Assn., and Samuel Ghe 
vice-president and merchandisi 
director, Young & Rubicam, a 
Leigh, chairman, Einso 
Freeman, both of New York. 

One of the highlights of the co 
vention will be the presentation 
annual awards to m 
or women who have made ou 
standing contributions to Canadi 
advertising. 


‘Successful Farming’ Names 

William L. Miller Jr., former 
an advertising sales representati 
for Southern Agriculturist, a 
Fred Stines have joined the Chic 


| go sales staff of Successful’ Farr 


ing. Mr. Stines had been on t 


| field merchandising staff of Su 


cessful Farming for the past t 
years. 


| Hudson Dealers Buy TV Show 


The Hudson Dealers of Metro- 
politan Detroit have signed the 
Bob Murphy sports show, aired 
over Station WXYZ-TV, for a 13- 
week period. Brooke, Smith, 
French & Dorrance, Detroit, is the 
agency handling the account 


8x10 _ 
GENUINE 
GLOSSY 
PHOTOS 
in Quantities 
SELL BETTER! 


53-59 E. IMinois S., Chicege 11, Iilinels 
Phone: WH itehall 4.2930 
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1,000,000 
ELKS 
BUYING 
AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 
men turn to The Elks Magazine in which they take a proud, 
proprietary interest. When your message — institutional or 
product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 
Elks are business owners... 11.6% are professional men... 
and many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 
nationwide audience of men ' \ 
who think, act and lead. 


New York - Chicago - Los Angeles + Detreit « . Seattle 


‘ 


i 


METROPOLITAN OAKLAND 


ME “BILLION 
DOLLAR 
MARKET” 


ON THE PACIFIC COAST... 


* 2nd in FOOD SALES 
* 3rd in POPULATION 


% 2nd in AUTOMOTIVE 
REGISTRATIONS 


DO ae ht i ma 


a 


ONE BILLION DOLLARS 
IN RETAIL SALES 
DURING 1950 


Reach the able-to buy families in this great 
and growing market through their favorite news- 
paper... 


@Oaklan db. Tribun 


— CRESMER & WOODWARD, INC. 


ronal | Representatives Including Sunday Magazine Sec 


Sparton Radio-TV 
Campaign Expanded 


Jackson, Micu., April 10—Spar- 
ton Radio-Television division of 
Sparks-Withington Co. here must 
be better off sales-wise than most 
other TV manufacturers. 

While the TV industry is caught 
with an embarrassing riches of sets 
—unsold—executives of Sparton 
have announced an expanded ad- 
vertising campaign more to keep 
Sparton’s name as a radio and TV 

| maker before the public’s eye in 
a shortage period than to induce 
the public to buy now. 

The campaign calls for addition 
| of Collier’s and The Saturday Eve- 
ning Post to carry four-color pages 
this spring. Newsweek will con- 
tinue on the schedule. The 
additional color pages were ar- 
ranged for earlier this year when 
it appeared there might be an, 
acute shortage of merchandise by 
now—a development sadly lack- 
ing for the industry as a whole. 


s John J. Smith, new president of | 
the company, explained Sparton’s | 
expanded promotion this way: 

“We promised our stockholders | 
more aggressive sales and adver- | 
tising. We do not believe that cur- 
rent conditions limiting our pro- | 
duction of civilian goods should 
cause us to postpone starting the | 
program for building a place for | 
Sparton in the radio and television 


fields commensurate with the 
quality of Sparton products. .. 
“Unless circumstances occur) 


which we cannot foresee, the ad-| 
vertising program as now set up 
will be continued and expanded in 
ratio to production when the bus- | 
iness climate is more favorable.” 

Henry L. Pierce, sales manager, 
explained that “it is tough not to} 
have enough goods to make every- | 
one happy. But it is just as im- 
portant to our dealers as it is to 
the company that we keep the 
name and reputation of Sparton 
alive during the period of short- 
ages. The color campaign in lead- 
ing national magazines will do just 
that.” 
se William B. Fors, Sparton adver- | 
tising manager, emphasized that 
the campaign will be merchandised | 
on a “business as usual basis.” He 
said that “if our dealers will co- 
operate by tying in at the local 
level when our ads appear, I be- 
lieve it will pay off for them in 
the long run.” 

Copy in the ads will use a test- 
imonial approach, featuring TV 
engineers, furniture stylists and 
dealers. Brooke, Smith, French & 
Dorrance, Detroit, handles the ac- 
count. 


Order Fair Trade Booklets 
Almost 200,000 copies of “Fair 
Trade Guards Your Dollars,” the 
16-page, four-color cartoon book 
prepared by the Bureau of Educa- 
tion on Fair Trade, 205 E. 42nd St., 
New York, have been ordered by 
retail druggists for over-the-coun- 
| ter distribution to the public, ac- 
cording to the March issue of the 
bureau’s newsletter. The booklet 
| sells for 342¢ a copy, or less, de- 
pending on the number ordered. 


| Miles McKearney Named V. P. 


Miles C. McKearney has been 
named a vice-president of Foster 
& Davies, Cleveland agency, and 
not Miles C. Kearney as was re- 
ported in the April 2 ADVERTISING 
AGE. 


Frye Joins ‘Daily News’ 

Charles S. Frye, with the Chica- 
go Journal of Commerce for more 
than 24 years, has joined the fi- 
nancial advertising department of 
the Chicago Daily News 


To Guenther, Brown & Berne 

Electric Hygiene Co., Dayton, 
manufacturer of specially designed 
vacuum cleaners, has appointed 
| Guenther, Brown & Berne, Cin- 
cinnati, as its agency. 


A new arrival in the Chicago advertising field is Daniel Francis 
Goessling, born March 24 to Jeanne and Mick Goessling. Papa is in 
the ad department of Marshall Field’s, and Grandpa (Jeanne’s 
father) is James M. Cleary, v. p. of Roche, Williams & Cleary. . . 

Orrin Spellman, advertising and promotion manager of Holiday, 
turned commentator for a day in Dallas, March 28, when he emceed 
a Neiman-Marcus fashion luncheon keyed to travel wardrobes. . . 
Friends of Bernard Dudley will be glad to know that he has “struck 
it.” Bernard, who was well known in advertising, radio and tele- 
vision as an announcer and free lancer, recently joined the Mark 
Twain Oil Producing Co. as assistant to the president. He gambled 
some advertising dollars on the Beaver field in Richland County, II1., 
and is now part owner of a gusher.. . 


Add the Four A’s Committee on Radio and Television Broadcast- 
ing to the New York groups honoring Linnea Nelson, J. Walter 
Thompson's soon-retiring time buyer. The Radio Executives Club 
had the biggest turn-out in years and showered Linnea with gifts 
at their shindig. . . 

Robert M. Carlin, general manager of the material sales division 
of Bulova Watch Co., is really time conscious. The date line on a 
recent letter he sent to AA read, “4:45 p. m. B-U-L-O-V-A”. . James 
A. Linen, v. p. and publisher of Time, has been elected a member 
of the board of the Visiting Nurse Service of New York... 

Larry Austin of Kiesewetter Associates won the annual 
gold medal of the Advertising Club of New York for his essay on 
“What I Got Out of the Advertising and Selling Course,” managed 
by the club. Dorothy A. May of the Point of Purchase Advertising 
Institute won the silver medal, and Beryl Lowthner of Esquire, the 
bronze medal... 


THIS ONE DIDN’T—Some of the others might have got away, but John T. Burke 

(second from left), president of Burke Advertising Associates, Boston, proudly dis- 

plays an 8’, 61-pound sailfish he landed during a recent Palm Beach vacation. Spec- 

totors include: John P. Murphy, president, Higbee department store, Cleveland; Capt. 

Francis K. McBride of the “Black Hawk”; Joseph A. Martino, president, National Lead 
Co.; and Arthur W. Steudel, president, Sherwin-Williams Co. 


Hubert D. Osteen, publisher of the Daily Item, Sumter, S. C., is 
the new president of the local Rotary Club...Bruce Barrington, 
news director and assistant to the manager of KXOK, St. Louis, a 
lieutenant colonel in the reserves, had a week’s active duty with the 
commanding general of the 102nd Infantry Division. . . 

The April Issue of Woman’s Day has a story by placement agency 
man Walter Lowen, called “Do Business Girls Make Better Wives?” 
Also, Walter passed along some advice to the Washington adclub 
on April 10, on “How to Get Along in the Business World.”. . 

The promotion department of WKY and WKY-TV, Oklahoma 
City, has been hustling lately. Promotion Manager Eugene B. Dodson 
is the father of a second child, George Beaulieu Dodson. Almost 
coincidental with the addition of William “Dub” Eubanks to the de- 
partment was the addition of a son, Mark Alan, to the Eubanks 
family. . . 

Walter E. Soderstrom was feted by the New York Metropolitan 
Lithographers Assn. March 28 for his ten years of faithful service 
to the group. He received a chest of sterling flatware at the luncheon, 
held at Cavanagh’s.. .Marvin Murphy, vice-president in charge of 
public relations at N. W. Ayer & Son, has left for Europe with 
Mrs. Murphy for a nionth or so, via the Ile de France. . . 

Gordon Webber, Benton & Bowles copywriter, rates two consecu- 
tive mentions in this column to let his friends know that he hasn't 
changed his name from Webber to Jenkins, as an AA writer would 
have them think. Webber is the name of the author of the novel, 
“Years of Eden,” just published by Little, Brown. .. 

James M. Skinner Jr., sales manager of the Philco refrigeration 
division, was recently awarded the order of the “Arkansas Traveler” 
by proclamation of Governor Sid McMath of Arkansas. Thus, he 
became an adopted son and honorary citizen of the “Wonder State.” 

Harold Haines left his post as publicity director for Station WCKY, 
Cincinnati, on April 2 to join the Army. William J. Reilly succeeds 
him at the station. 


Spring vacation for Chester Ruth, ad director of Republic Steel, 
Cleveland, was a two-week cruise with Mrs. Ruth to the West Indies 

. Mr. and Mrs. W. George Akins (Mr. Akins is president of Walsh 
Advertising Co.) gave a reception for the Toronto staff on April 6 
to celebrate the opening of the agency's 
Nova Scotia Bldg... 
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BIGGEST single 
advertising force in America’s 


3rd Market 


P BN W 8 /Y VY |A WN % 


—— 60-County Market 
(3rd Federal Reserve District) 


THE SUNDAY . 
PHILADELPHIA 
INQUIRER | | 


More than 1,150,000 families, 


sennne (opie Rand Keeiieteonu qn jor 
wacom ee lty Vawh tune ai 


read The Inquirer every Sunday. 


I. The Philadelphia Inquirer reaches 1 of every 2 families in the 
Philadelphia 60-County Market. 


2. The Inquirer circulation exceeds the combined circulation of any 
four general or women’s magazines in this market. 


3. 97% of Inquirer's circulation of 1,150,000 is concentrated in the 
Philadelphia 60-County Market. 


4. 8,400,000 persons (1950 Census) live in the market, representing 
6% of the nation’s population in 1%% of the land area. 


5. Coverage is unmatched by any other single advertising medium in 
the Philadelphia 60-County Market. 


———— Now in its 18th \ 
/ Consecutive Year of Total 


_ Advertising Leadership / ‘ : F 
ae he Philadelphia Pnguirer 


To Hit Home in America’s Third Market, You Need 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Sidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 
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N. W. Ayer Exhibit Demonstrates How 
TV Film Commercials Are Produced 


PHILADELPHIA, April 10—N. W. 
Ayer & Son, which ten years ago 
produced the first television com- 
mercial, unveiled the story of its 
TV success with an exhibit at its 
headquarters here of what goes 
into making television commer- 
cials. 


The exhibit, believed to be the 
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first comprehensive show of its 
kind, was prepared by Ayer’s tele- 
vision staff. 

The exhibit serves to emphasize 
the fact that many trained special- 
ists are needed to create television 
commercials. 


s Around the walls of the exhibit 
room are portrayed the 27 steps 
that went into making a Webster 
cigar 60-second film commercial. 
Included are original copy, sketch- 
es, storyboards, music score, cue 
shots, etc. Members of the Ayer 
staff actually working on the com- 
mercial were photographed, and 
the photos placed in proper se- 
quence for continuity. 


Also on view is a model set de- 
signed by Raymond Loewy Asso- 
ciates for the National Dairy net- 
work television show, “Sealtest 
Big Top,” plus exhibits of work 
done for 14 other Ayer clients who 
use television extensively. 

Most of the basic creative work 
on the exhibit was done by writers, 
artists and producers of the Ayer 
radio-television department in 
New York. 

When final production is han- 
dled by an outside supplier, as in 
the case of most film commercials, 
Ayer production supervisors visit 
the supplier’s studio to oversee the 
job. 

A portable projector containing 
a 10-minute reel of film composed 
of many types of commercials— 
live, animated, cartoons, commer- 


cials with and without music, a the many different types of TV 
station identification spot and a commercials that are prepared. 


show-opening commercial—is on 


display to give a brief summary of the fact that effective TV commer- 


MAKING COMMERCIALS—Port of the N. W. Ayer exhibit shows the step-by-step 
production of a one-minute cartoon commercial, and includes actuol preliminary 
sketches and scripts, storyboards, voice tracks, cue sheets, music and cels | 
used in production. Norman Tate, Ayer’s TV art director, shows a storyboard to 

Clarence L. Jordan, executive vice-president of Ayer. 


cial production takes time, money | 

and talent. A one-minute cartoon 
commercial using a stop-motion 
technique requires 1,440 individual ) 


The exhibit serves to point up 
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pictures, each staged and photo- SS 
graphed individually according to ' 
blueprint. Several recent commer- 
cials of this type cost between $5,- 
000 and $7,000. However, it also 
was pointed out that if the com- 
mercial is popular, the high initial 
cost can be distributed over many 
showings and perhaps dropped 
down to less than $10 per showing 
Clarence L. Jordan, executive { { 
vice-president of Ayer, pointed 
out that it is the agency’s theory 
that television commercials should 
not be adaptations of old methods, 
| but should use new techniques 
a throughout. | 
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,; e Here are the necessary steps in 

i] the production of a one-minute 

i cartoon commercial, as Ayer does 

it: 

$ \ i plot and dialog; prepare a story- 

, : board synopsis by writers and art- 

3 ists; writers, artists and production 

; men meet to polish the story; pro- 

duction designer and director de- 

sign backgrounds and plan anima- 

tion; dialog, music and sound ef- 

\ ; fects are recorded on a sound track 
and each word is marked on the b 
film so that action can be timed : 
with sound. ; 

Artists then produce animation 4 
guided by these cues, and after 
that a test reel is photographed | 
from the drawings and is pro- : 
jected to study the action and pos- e 
sible need for changes. 

After this, color drawings are 
painted and tested to find the 
shades of gray best suited to the : 
characters and background, and 
then animation drawings are 
traced in ink on celluloid “cels,” 
and characters are painted. Cels 
are then laid over backgrounds, 
| photographed and changed to ad- 
vance the action after each photo 
is taken. Completed scenes are ’ { 
edited and spliced, the sound track | 
and visual track are printed to- 
gether on one piece of positive | 
film, and the commercial is ready j , 
for showing. 


; 
develop characters; work out | 
' 
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e Ayer produced the first visual 
commercials for a sponsored show 
in the fall of 1941, for use during 
a University of Pennsylvania foot- 
ball game seen on WPTZ in this 
city. Atlantic Refining Co. was the 
sponsor. 

During 10 years of commercial 
work in television, Ayer has won 


virtually every type of award 
given for TV commercials. 
Advertisers represented in the 


exhibit are: National Dairy with 

“Sealtest Big Top”; Lever Bros. 

for Surf; Brooklyn Union Gas Co.; 

Carrier Corp.; Reuben H. Donnel- 

ley Corp. for Illinois Bell Tele- 

phone Co. classified directories: 

Chesapeake & Potomac Telephone 4 
4 Companies; Atlantic Refining Co.; 

Plymouth division of Chrysler 
Corp.; Magna Engineering Corp. 
for Shopsmith; Yardley of London; 
John Morrell & Co. for Red Heart 
dog food; Webster Tobacco Co.; 
Cannon Mills; Gordon Baking Co. 
for Silvercup bread, and United 
Air Lines. 
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-oets to the 
heart of America 


The evidence of crime and corruption as ex- 
posed by the Senate Committee has shocked 
the nation. The witnesses have been heard. The 
testimony has piled up. 


What are the conclusions? Is there really a 
Crime Syndicate in America? How strong is it? 
Who heads it? What must we do about it ? 


Now, for the first time, Senator Kefauver tells 
his own story of the investigation. It appears in 
The Saturday Evening Post. With insight and 
perspective, he presents the facts and defines 
the problem our country must solve. 


It is appropriate that Senator Kefauver's 
article should appear in the Post. And it is the kind 
of reporting that Post readers expect. Sound, 
not sensational. Significant, not superficial. 


The character of the Post has given it a privi- 
leged place in the American home that no other 
magazine or medium enjoys. Every week millions 
of families welcome it, read it, and respect it. 
They have a special confidence in its pages, 
both editorial and advertising. 


The Post gets to the heart of America. 


Sen. KEFAUVER’S 
OWN STORY 


of the whole Senate Crime Investigation is 
now appearing in The Saturday Evening Post 


A comprehensive survey of w eekly 


magazine reading reveals that: 


Readers spend more time with the Post 
Readers return more often to the Post 
Readers believe the Post is more reliable 


Readers have more confidence in products 
advertised in the Post 


Readers pay more attention to advertising 
in the Post 


Senotor Estes Kefauver, Chairman of the Senate Crime | 


tigating © ier, 


(Photograph by Harris & Ewing) 
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BOXER 
Color Photo by Yila 
from Rapho-Guillumette 


THE APPEAL OF THINGS AS THEY ARE... 


The powerful appeal of realism stops people. ..interests people... makes 
people remember— gets extra consideration for your product and your 
message. 

Lithography by Stecher-Traung offers you the advantages of realism 
with economy —through two specialized types of full color service. 
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Selling 
Added, power for your.... 


ONLY STECHER-TRAUNG OFFERS TWO 
TYPES OF SERVICE TO FIT YOUR NEEDS 


1. Fine quality full color at low cost 


The exclusive Stecher-Traung combination run 
gives you the selling power of full color with sur- 
prising economy because: In production phases 
your material is combined with other similar jobs. 
This cuts your share of production cost — for 
example, expensive make-readies and press plates 
cost is split with many other jobs. Quality is 
rigidly maintained to give you full color repro- 
duction comparable to excellent publication work. 
Send in coupon for actual samples with costs. 


2. Full color with special effects, special quality 
When special effects and special quality are nec- 
essary, your material is run alone. This concentrates 
the advantages of Stecher-Traung’s craftsmanship, 
facilities, and controls to give you a finished piece 
of outstanding quality-—even when reproduction 
problems are difficult—at competitive prices. Send 
coupon for samples of unusual jobs with costs. 


A 


BOOKLETS STUFFERS 


_ - — — +——— —_$$ 


BOX WRAPS FOLDING BOXES 


POINT OF SALE LABELS 


A SINGLE SET OF COLOR-CORRECTED NEGATIVES 
(the expensive part of engravings) can be used for all the 
different sizes of this main illustration. This is one of the 
valuable economies offered only by lithography 


Why both S7ECHER-7RAUNG Services give you “Most For Your Money” Value 


With either Stecher-Traung service you get the 
combined advantages of superior craftsmanship, 
the last word in equipment, and unusual control 
of materials. At Stecher-Traung, in addition to the 
actual lithography, we make our own engravings, 


~Llbegraplhy by STECHER - TRAUNG 


LITHOGRAPH CORPORATION 


coat our own paper, do our own typesetting—even 
grind our own inks! 

As a result, our customers profit from the appeal 
of things as they are ... at prices that are as they 
should be. But see for yourself. Check and send 
the coupon today. 


STECHER-TRAUNG LITHOGRAPH CORPORATION 
Rochester 7, New York 
Gentiemen: Please send me samples of items checked below: 


plants at ROCHESTER 7, NEW YORK * SAN FRANCISCO 11, CALIFORNIA 


| Balumore * Boston * Chicago * Columbus * Harlingen 
Offices | Los Angeles * Macon * New York (Rode & Brand Division) 
Oakland * Philadelphia + Portland + Rochester * Sacramento 

| San Francisco * St. Louis * Seattle * Washington, D. C 
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C0 Booklets [) Box Wraps [] Free copy of booklet 
“How to Save Money on 


0 Cotalogs [) Labels FULL COLOR” 
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Printing Product (Corporation 


S AND OFFSET LITHOGRAPHY 


Artists * Engravers * Electrotypers * Offset Lithography Plotes 


124 WEST POLK STREET WAbeosh 2.3380 CHICAGO S ILLINOIS 


\ 
“whatdo people buy in the Salt Lake 
City market’ — what brands; how much; 
how frequently; where do they buy; 


\ what are the trends. 


\ 
This wealth of up-to-the-minute information 


on consumer buying habits js just off the press. 


Remember, this is a large and rapidly 
growing market. Utah's 1950 population 
shows a 25.2°% increasd over 1940. 
Salt Lake County now totals over 
74,000. New industry is moving 


in... present industry is 


expanding .. . buying power is 


increasing. Salt Lake County's 


effective buying income in 1949 was | 


estimated at over 406 million dollars! 


Send for your free copies today— 


available on request. 


‘Compiled and Published by 


— 
Here are the answers ta 


Buys ‘Herald Courier’ 

The Herald Courier, Bristoi 
Tenn., published by Carroll Reece 
has been purchased by Gener: 
Newspapers Inc., Gadsden, Ala 
The purchase by General News- 


papers, which operates a number 


of papers in several southern 
states, involves only the stock 
holdings of the morning paper 
owned by the Reece interests. 


Fritz Joins Abbott Kimball 


Jimmy Fritz, formerly of Ted H 
Factor Agency, Los Angeles, has 
joined Abbott Kimball Co. of Cal- 
ifornia, Los Angeles. He has been 
assigned to new business, mer- 
chandising, sales promotion and 
account service. 


‘Gazette’ Changes Address 

National Bottlers’ Gazette, soft 
drink industry monthly put out 
by Keller Publishing Co.. moves 
its business and editorial offices 
to 9 E. 35th St.. New York 16, on 
April 15. 
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Publicker’s Ad Chief Attacks Media 
for ‘Cold War’ Against Liquor Ads 


New Yor«, April 10—A charge 
that a “cold war” is still being 
waged against liquor advertising 
18 years after the end of the “ig- 
noble experiment” was voiced here 
today by R. Robert Smith, director 
of advertising and merchandising 
of Publicker Industries and _ its 
whisky subsidiaries, all of Phila- 
delphia. He spoke at the annual 
convention of the Wine and Spirits 
Wholesalers of America at the 
Waldorf-Astoria Hotel 

“In the field of liquor advertis- 
ing, old-fashioned taboos are still 
kept alive by a powerful minority,’ 
Mr. Smith charged, adding that 
except for the Prohibition era, the 
industry has been lawful and re- 


~ 


a 


SALT LAKE CITY 


ea profitable 
k at the Greater 
ke City Market 


spected. 

“Yet, what other legal industry 
is handicapped as we are by the 
restrictions imposed on liquor ad- 
vertising by advertising media?” 
he asked 


e Mr. Smith peinted out that, 18 
years after Repeal, 418 daily news- 
papers still refuse liquor advertis- 
ing. In addition, some magazines 
which accept liquor advertising 
have an unwritten law that these 
ads must never appear in the front 
part of their pub- 
lications. Many 
publications even 
limit the amount 
of such advertis- 
ing in each issue 
Nevertheless, as 
the liquor indus- 
try becomes a 
larger advertiser, 
he said, the list of 
enlightened pub- 
lishers grows 

Mr. Smith also 
disclosed that, barring total war, 
the liquor industry will not cut 
back advertising allocations 

“We all know too well that a 
brownout in advertising leads to 
a blackout in sales,” he said. “And 
so long as consumer preferences 
are being shaped by advertising 
and sales promotion, the knock- 
down, drag-out battle of the 
brands will continue in full force.” 


R. R. Smith 


@ These extensive efforts, how- 
ever, need more wholehearted sup- 
port from the distributor as the 
link between the distiller’s cam- 
paign and the final consumer, he 
said. 

The Publicker ad chief urged 
every distributor to have a man 
on his staff who is specially trained 
to merchandise the distiller’s ad- 
vertising and to see to it that dis- 
plays and other sales promotion 
material are advantageously lo- 
eated and used. 

Mr. Smith suggested that the 
wholesalers’ group set up a com- 
mittee of their members and dis- 
tillers’ advertising directors to 
secure more effective use on the 
local level of advertising and sales 
promotion material provided by 
distillers 


Butens Hikes Paint Budget 
Butens Paint Stores, Philade!- 
phia, has expanded its regional ad - 
vertising budget for the spring 
season by 25%. with emphasis on 
TV and radio TV Spot coverage in 
the Philadelphia area’ will include 
Station WCAU-TV, thus bringing 
all Philadelphia stations into the 
schedule. Butens also has increased 
its radio and newspaper coverage 
in the Reading, Pa. area. Philip 
Klein Advertising Agency, Phila- 
delphia, handles the account. 


Buys Pawtucket Broadcasting 
The Federal Communications 
Commission will be asked to ap- 
prove the purchase of the Paw- 
tucket Broadcasting Co., operator 
of WFCI, Pawtucket, R. L., by the 
Providence Journal Co., Provi- 
dence, owner and ooverator of 
WPJB, an FM station. WFCI is the 
American Broadcasting Co. affili- 
ate in Rhode Island, and is owned 
by the estate of the late Frank 
Crook and Howard V. Thornley. 


Fitzgerald Joins Ad-Wit 

Francis E. Fitzgerald. formerly 
with the Indianapolis Symphony, 
has joined the sales staff of Ad- 
Wit Inc., Indianapolis, printing 
and advertising company 


KOMO Appoints Erickson 
Station KOMO, Seattle, has 
named Ralph Erickson, formerly 
on the feature advertising staff of 
the Seattle Post-Intelligencer, as 
account executive. 
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“As a company founded in the South, we 
know first-hand it is a good place to do busi- 
ness. From our beginning, we cultivated the 
Southern rural market and continue to do so. 
Recent industrial growth, coupled with a 
vigorous and diversified agriculture, presages 


“Our company buys thousands of bales 
of high-quality Southern cotton each 
year, to knit HANES—The National 
Underwear and our sportswear lines. 
Thus our company, located in the South, 
is an excellent customer of the Southern 
farmer. He is a good customer of ours, 
too. The rural South is one of our best 
markets and is fast becoming one of the 
most progressive and balanced areas in 
the country. As a company which has 
been doing business in the South for 50 
years, we are prou’ of the new vitality 
and prosperity of the region.” 

P. H. HANES, President 
P. H. Hanes Knitting Co. 


MORE THAN 1,170,000 
SOUTHERN 
FARM. FAMILIES 


a new day for the South.” 


L. RICHARDSON, Chairman of the Board 
Vick Chemical Company 


“Koppers—with 18 plants in 11 South- 
ern states— believes the South is helping 
it to grow, even as Koppers is helping 
the South to grow industrially. In the 
South we find a ready supply of many 
raw materials we use and a strong mar- 
ket for many of the goods we produce 
or the services we provide. We believe 
in telling our product story repeatedly 
to the people of the South—for much of 
it is the story of goods made from 
Southern raw materials, by Southern 
people, for the Southern market.” 


FRED C. FOY, V. P. and Manager 
Central Staff Sales Department 
Koppers Company, Inc. 


Do your sales reflect the South’s great progress? 


The South's index of consumer buying has led the United 
States in every month of every year for the last 12 years, accord- 
ing to Dun’s Review Trade Barometers. 

Are your Southern sales making big gains? Here are two facts 
to remember in planning your sales and advertising strategy: 


1—The South is predominantly rural in population and trade. 


2—The rural South reads and prefers The Progressive Farmer 
above any other magazine. 


Leading advertisers know the powerful influence of The Pro- 
gressive Farmer on consumer buying in the rural South. That’s 
why The Progressive Farmer has made a greater gain in adver- 
tising linage than any other U.S. farm magazine during the last 
six years. 

To sell more than 1,170,000 of the South’s most prosperous 
farm families, place your advertising in The Progressive Farmer. 


Advertising Offices: BIRMINGHAM+ RALEIGH*MEMPHIS+ DALLAS 
NEW YORK*CHICAGO+ Edw. S. Townsend Co., San Francisco, Los Angeles 


“ The Progressive Farmer 
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Cigar Institute 
Ad Budget May 
Go to $1,000,000 


' Has $200,000 Budget 
Now; Raymond Explains 
Cigar Industry's Needs 


New York, April 10—Convinced 
that advertising is the key to a 
larger market for cigars, the Cigar 
Industry of America hopes to in- 
crease its advertising budget from 
$200,000 to $1,000,000. 

Two years ago the industry was 
spending nothing on consumer ad- 
vertising. In 1950, it started ex- 
perimental advertising with an in- 
itial budget of $60,000. Last June, 
the institute was reorganized, a 
new advertising program was pre- 
pared by Benton & Bowles for 
1951, and the ad budget was 
stepped up to $200,000 (AA, June 
12, and Dec. 18, 1950). 

A booklet on “What’s Ahead for 
the Cigar Industry” has just been 
prepared for distribution to mem- 
bers of the institute. It shows that 
37° fewer cigars are being sold 
today than in 1920, when cigar 
consumption was about 8 billion 
hits. In 1950, it was approximate- 
5.7 billion units. Today, the in- 
stry has 50% more potential 
stomers than it had 30 years ago, 
> institute says. 


> 


The booklet points out that 
any industries with a compar- 
» need for speaking out vigor- 
sly regard $1,000,000 as a mini- 
um budget for advertising pro- 
tion. It points out that Ameri- 
mn Meat Institute and the Assn. 
American Railroads each spends 
,000,000 annually for advertis- 
; California Fruit Growers Ex- 


_. Life Insurance Institute, 
Florida Citrus Commission 
sh spends $2,000,000; Electric 


ht & Power Companies, Millers 
leration, Bituminous Coal In- 
ute, American Gas Assn., Wine 


Imstitute and American Iron & 
Sfeel Institute have advertising 
$1,000,000 and 


igets between 
000,000 


*According to the best available 
figures,” the institute’s new ad- 
tising projection says, “during 
1950, out of every 50¢ which the 


cigar industry invested in advertis- , 


ing and promotion, the breakdown 
was 49¢ for individual brand pro- 
motion and 1¢ for institute adver- 
tising and promotion to sell cigars 
regardless of brand. 


es “The very essence of brand ad- 
vertising,” the booklet says, “is 
to stress the virtues of a particular 
cigar. No one company can profit- 
ably undertake to sell the broad 
advantages of smoking cigars as 
such, regardless of brand. 

“On the record, intensive brand 
advertising for many years has 
not increased the total business. It 
has resulted essentially in little 
more than swapping customers be- 
tween brands. 

“If out of 50¢ for all of its ad- 
vertising promotion the industry 
decided to put 5¢, instead of l¢, 
into a campaign designed directly 
to create new cigar smokers and to 
increase the over-all market, the 
result would be a $1,000,000 indus- 
try advertising and promotion 
fund. 

“This kind of vigorous effort to 
sell cigars as such could be ex- 
pected to have a perceptible in- 
fluence on the cigar sales curve of 
the future.” 


ws Eugene Raymond, director of 
the Cigar Institute, in commenting 
on the institute’s projection for a 
new and increased advertising pro- 
gram, told AA that the sale of 
cigars has shown a definite up- 
swing during the first months of 
1951. 

He estimated the increase at 
about 5% and said that it seems 
to reflect a trend. More young 
men, he said, especially in the 
armed forces, are taking up cigar 
smoking. 

“Within the next two years,” Mr. 
Raymond said, “we hope and ex- 
pect to get our annual consumer 
advertising buget up to $1,000,000. 
We are convinced that the key to 
broadening and deepening our 
market is advertising.” A new ad- 
vertising budget will be voted in 
September, he said. 


e “A development that few people 
realize,” Mr. Raymond said, “is 
that the new shoppers for cigars 
are women. Just as they became 
the biggest buyers of neckties, they 
are developing the most careful 
judgment in cigars. They are con- 
cerned with a cigar’s color and 
condition, and ask intelligent ques- 
tions about humidification. 


GET FACTS NOW ON THE WEEN AUDIENCE PROFILE SURVEY 


survey families earn $5,000 to $10,000 
survey families earn more than $10,000 


in survey families are college graduates 


of survey house dwellers are home owners. 


FACTS PROVE RAMam 


SEND FOR YOUR WFLN 
AUDIENCE PROFILE 
STUDY NOW... 


— 


. 
. 

y ’ 
3 pe € 


Pinpoint your select market advertising in 
Philadelphia to the power-packed audience 
covered by Philadelphia's FIRST station for 
fine music and news. Pulse count (July 1950) 
estimates 90,000 listeners. Program Guide 


Complete facts 
on 46.6% re- 
turn from 3776 
mailed 71-ques- 
tion question- 
naires 


sales 


now 


20,000 


957 
MEGACYCLES Fm WATTS 


WRITE 


FOR. TIME AND RATES 


GET FACTS NOW ON THE WEEN AUDIENCE PROFILE SURVEY | 


show increase of 40% since July 1. 


Survey respondents report 22.5 hrs. average 
weekly listening time. Survey audience facts 


Inhi 


avai on B 


king, Insurance, Auto- 


motive, Vacation, Travel, Retail Buying, etc. 


DEPT 
PHILADELPHIA 28 


PURSE SIZE—Cooperative advertising is 

being used for this $1 junior edition of 

Breathless cologne stick, introduced by 
Parfums Charbert. 


“The sale of cigars by the box, 
like the sale of beer by the case, 
has increased enormously in super- 
markets. Seasonal events such as 
Father’s Day, Thanksgiving, 
Christmas and birthdays are only 
a part of the explanation. Tele- 


vision is another. I think women 
are bracketing a bottle of beer 
and a good cigar for their men- 
folk as a part of the enjoyment 
of an evening with television. 

“Another thing that has helped,” 
Mr. Raymond said, “is that tobac- 
co dealers are clearing off their 
cigar cases. For years they loaded 
their cases with all kinds of knick- 
knacks in the hope of making a 
quick dime. Cigar smokers found 
it increasingly difficult to see the 
cigar display. Now cigars are be- 
ing displayed and merchandised 
again.” 


e Mr. Raymond flatly denied al- 
legations that cigar manufacturers 
use old-fashioned merchandising 
and promotion methods. 

“On the contrary,” he declared, 
“cigar manufacturers today study 
their markets, the smoke tastes of 
the public, and the requirements 
of various branches of the dis- 
tributing trade. 

“In addition,” he pointed out, 
“tobacco for cigars is of better 
quality, with more uniform grad- 
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ing, and cigars are better made 
than they have ever been. Humid- 
ification and modern packaging 
add to a better product. There is 
also a good deal of research going 
on in the cigar industry. New types 
of processing based on scientific 
principles now enable us to ob- 
tain from a given piece of tobacco 
a greater degree of mildness and 
a richer aroma than ever before 
and to obtain it in a uniform and 
dependable way.” 


To Doyle Dane Bernbach 
Blanchette-Mack Inc., operator 
of the Silcoette Salons, has ap- 
pointed Doyle Dane Bernbach Inc., 
New York, to handle its advertis- 
ing and merchandising. Newspaper 
space will be used in the 14 cities 
where the salons are located. 


Sets Convention Program 

The 14th annual convention of 
the Super Market Institute will 
concentrate on practical operating 
methods for supermarkets in a de- 
fense economy. The convention 
will be held May 13-17 at the 
Stevens Hotel, Chicago. 


FIRST in influence! 


FIRST in circulation! 


lowest in milline cost 


Daily. . 224,314 
Sunday 280,045 
FIRST in advertising! 
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Amusement Park Customers in Connecticut 
Can Trade Canada Dry Coupons for Tickets 


New York, April 11—Canada 
Dry Ginger Ale is getting set to 
pop the cork on some amusement 
park promotions in Connecticut 
this summer. 

The idea started with Canada 
Dry’s New London bottler, who 
thought Pepsi-Cola had a good 
thing in its Palisades, N. Y., and 
Portland, Ore., promotions last 
summer. 

In New London, the city-owned 
Ocean Beach Park has agreed to a 
deal like this: Canada Dry will 
have a special bottle collar on all 
cartons of its products (six 7-oz. 
bottles) which can be removed 
and offered for an admission dis- 
count at the park. Inside, the con- 
sumer will get a strip ticket for 
36 rides, each ride having a dis- 
count. All told, it gives the cus- 
tomer a savings of $2.51. 


@ Canada Dry, in turn, will run 
600-line ads in four or five papers 


(two or three times weekly for 
about five weeks) in the New Lon- 
don territory, publicizing the park 
and the discount offer. Canada Dry 
will also use existing radio spots 
in the area, and may also use TV 
spots. Point of sale material (coun- 
ter cards and window posters) 
will appear in retail outlets. 

An official at Canada Dry’s ex- 
ecutive office said several other 
Connecticut bottlers are interested 
in tying in with the promotion, 
since Ocean Beach attracts people 
from all parts of the state. No com- 
mitments have yet been made, 
however. The idea may be used in 
other sections of the U. S., he said, 
if Connecticut results are encour- 
aging. 


Tyrrell Takes Sales Post 

F. H. Tyrrell has been appointed 
vice-president and general sales 
manager of Consolidated Glass In- 
dustries Ltd., Toronto. 


Crosley Transfers Ward 

Cc. J. Ward, formerly regional 
manager of the Cincinnati region, 
Crosley division, Avco Mfg. Corp., 
has been transferred to the New 
York region. He is replaced in 
Cincinnati by F. D. O’Sullivan Jr., 
formerly in the Atlanta region. L. 
R. Walker, formerly business man- 
agement representative in the At- 
lanta region, replaces Mr. O’Sulli- 
van as regional manager. All 
changes are effective May 1. 


Safeway Schedules ‘Times’ 

The New York division of Safe- 
way Stores has started a 1,000- 
jiine weekly campaign, running on 
the food pages of the New York 
Times. This marks the first time in 
recent years that a food chain has 
used the Times for regular inser- 
tions, according to Safeway. Ads 
are being placed direct. 


Three Organize KWEM Inc. 

KWEM Inc., West Memphis, 
Ark., has been organized te oper- 
ate radio and television stations. 
Incorporators are E. D. Rivers Jr. 
and William H. Keller, both of 
Decatur, Ga., and Hubert E. Ul- 
mer, of Chamblee, Ga. 


Will Ledo Sue? 
Does Coro Care? 
Nobody's Saying 


New York, April 11—Nearly 
everybody in the jewelry trade is 
talking about the possibility of a 
patent-infringement suit involving 
Ledo Jewelers Inc. and Coro Inc. 
Everybody, that is, but the com- 
panies themselves. They're keeping 
buttoned lips. 

The fuss concerns the practical- 
ly simultaneous introduction by 
Ledo and Coro of jewelry that can 
be worn directly on the skin. Ledo 
has reportedly been granted ex- 
clusive rights to a device for cos- 
tume jewelry by Ostier Interna- 
tional Inc. and is bringing out 
something called Skin-Pins. Coro, 
meanwhile, has a line of jeweled 
| ornaments called Glamour Magic. 
| Both companies use some kind of 


than any other 
selling medium 
in the Oregon Market 


Growing Faster than the 
Fast-Growing Oregon Market * 


* SINCE 1940 
PORTLAND Population OREGONIAN City Circulation 
21.5 % increase 61.5 % Increase 
OREGON Population OREGONIAN Total Circulation 
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liquid fastener to keep the decora- 
tions adhering to the skin. 


@ Ostier International took a full 
page in Women's Wear Daily on 
March 30 to say it was conferring 
on Ledo “the sole and exclusive 
rights in the United States to in- 
corporate the Skin-Pins device in 
the manufacture of Ledo Fashion 
Academy award gemstones.” In 
referring to Skin-Pins, the ad car- 
ried the line, “Pat. applied for (in- 
fringements will be strictly pros- 
ecuted).” 

Ledo kicks off its consumer ad- 
vertising, through Marks-White- 
hall, about mid-April and will hit 
the fashion magazines with col- 
umns and pages in August. Coro 
advertising, handled by Charles 
Jay & Co., broke in the April 1 
New York Times Magazine. 


@ Repeated phone calls by AA to 
discover who intends to sue whom 
—and whether the intentions are 
rumors or otherwise—got nowhere. 
One Ledo executive said he was 
too busy to talk and, besides, such 
things were not meant for tele- 
phone conversation. 

A man at Coro said his company 
is not acknowledging any patent 
and is ready to defend itself 
against a suit, if any is brought. 

But nobody confirmed for AA 
his intention to bring suit. 


20th Century Fund Elects 


The Twentieth Century 
|New York, has elected five 
trustees. They are: Erwin D 
ham, editor of Christian 
Monitor; Wallace 
architect; August Heckscher, ei 
torial writer ot the New York 
ald-Tribune; Edmund Orgill, p 
ident of Orgill Bros. & Co., 
James H. Rowe Jr., former Assigt- 
ant Attorney General of the Un 
States. Adolf A. Berle Jr., pre 
sor at Columbia University 
school and former Assistant Se 
tary of State, was elected chair 
of the board of trustees, to fill 
vacancy caused by the deat 

John H. Fahey. 


Sales Research Club Elects 


Gerry Brander, Maclean-Hu 
Publishing Co., has been ele 
president of the Sales Rese 
Club, Toronto. Vice-preside—ts 
elected are: Jack Lundy, L 
Fence Co.; Ken Spencer, W 
Booth Co., and Cliff Hale, r- 
ling Breweries Ltd. Herbe Ci@m- 
mings, Graham Nail & Wire Ff - 
j}ucts, has been named secre 
j}and Clayt Hold, Rexall Drug 
treasurer. 


Sasser Appoints Ball 


Margaret Ball, formerly with 
McKim Advertising, has been 
named to the newly created posi- 
tion of manager for Canada of 
| Sasser Publications (Canada) Ltd. 
| Offices have been established at 
| 50 King St. West, Toronto. 


United Artists Names Buchanan 
Buchanan & Co., New York, has 
been appointed by United Artists 
to hanaie advertising for its soon- 
due, “Three Steps North.” News- 
apers, magazines and radio will 
used. 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


Now Adds New 4-Color Comics 
Plus Exciting Magazine insert 
For Even Greater impact On 
Rich 15 Billion Dollar Market 


Yes, the Courier sents in the A --4 field be- 
cause it an nev stopped wing Never 

nging i ouune” ‘ngniheast ad- 
ditions hs ne readers Its constantly expanding 
news coverage, widely diversified stories, fea- 
tures, articles have made it America’s outstand- 
ing Negro newspaper! And now. to even better 


Fund, 


strengthen ite grasp on the Negro market, the 
Courter has added 2 great new features to its 
interest-crowded pages. A new &-page, 4-color 
comic section and exciting new magazine sup- 
plement will mot only broaden its scope of 
reader interest, but will capture an even larger 
eudience for the paper that sells the cream of 
(he wealthy 15-billion doliar Negro yy Yes, 
-—) Courter \eads because it's to lead— 
and sell--for yoe-—-if you join its large list of na- 
onal advertisers today! For full details write 


INTERSTATE UNITED NEWSPAPERS 
45 Fifth Ave. New York 
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Electronic Groups 
Aroused over Hint 


of Ad Pressure 


Cutcaco, April 12—A publishers’ 
and manufacturers’ “Bill of Rights” 
for the electronics parts industry, 
recommending strict adherence to 
a code of ethics which clearly dif- | 
ferentiates between paid space and | 
publicity, has been set up by joint} 
resolution of two electronic man- 
ufacturers’ associations. They are | 
the Electronic Parts and Equip- 
ment Manufacturers, Chicago, and | 
the Sales Managers Club Eastern 
Group, New York. 

The joint resolution takes a firm 
stand against any pressure, on the 
part of either manufacturers or 
publishers, that is intended to in- 
fluence editorial content in rela- 
tion to the amount of advertising | 
used by a company. The Sales 
Managers Club passed the resolu- 
tion unanimously at its March 
meeting and the Chicago electronic 
group ratified the resolution at 
its April meeting here today. 


s The resolution stated that “any 
pressure exerted by any trade 
paper on manufacturers to obtain 
more advertising in order to give 
more publicity or news to any in- 
dividual, company or group, or any 
pressure exerted by any manufac- 
rer directly or indirectly to ob- 
in publicity on the promise of 
vertising or the threat to with- 
ld it, is destructive of the good 
hich has already been done for 
» industry by these trade papers, 
d is contrary to the best interests 
all concerned.” 
The electronic groups have evi- 
nce of at least one publication 
at does not draw a clear line be- 
een editorial and advertising 
actions, a spokesman for the 
sups told AA. 
When a news release listing 
mbers of a special electronic 
foup committee that had gone to 
shington to consult with the 
tional Production Authority was 
to several publications, the 
blication in question wrote in 
ly that it would not carry the 
s item, because it had checked 
h its advertising department 
i found that the companies rep- 
on by these committee mem- 


s were not very heavy adver- 
tigers. 
@ Helen A. Staniland, Quam- 
Nichols Co., chairman of the Chi- 
cago group's publicity committee 
and co-author of the resolution, 
said that it was intended to reas- 
sure publishers of the trade papers 
that “the industry stands squarely 
behind its trade press on the basic 
principle that the greatest service 
the press can render the industry 
is to report fairly, fully, honestly 
and without bias, all the news of 
interest to its readers, without the 
threat of any discrimination 
against its advertising pages or 
proffer of any advantage in ex- 
change for editorial mention. 

“While this principle has been 
taken as a matter of course, it 
needs to be reiterated, and the in- 
dustry needs to be repledged to 
it, if the trade is to continue to 
enjoy the maximum benefit from 
the publications which now serve 
_ 


Build Volume 
at LOWER 
SALES COST 


Deer.to-door Selling—bet- 
ter known os 
SELLING — is building 
giant volume quickly for 
mony monvfacturers. it 
moy be your onswer to 
present day complex soles 
problems. Direct Selling is 
fully exploined in fascinat- 
ing booklet—moiled FREE. 
Please write on your let- 
terheod. 

OPPORTUNITY MAGAZINE 

28 8. Jackson Blvd. 

Dept. Aé62, Chicage 4, ill. 
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the Facts 


DIRECT a 


DOOR 


DOOR 
Selling! 


King & Hamilton to Heinrich 
King & Hamilton Co., Ottawa, 


Ill., manufacturer of Ottawa farm 


equipment, has appointed Don 
Heinrich Advertising Agency, Pe- 
oria, Ill., to handle its account, 
effective in May. Magazines, trade 
publications, direct mail and sales 
promotional material will be used. 
The agency has named Ray Peter- 
son, formerly of William H. Kin- 
sall Co., as an account executive. 
Robert Swerman, formerly of Sta- 
tion WJCB, Bloomington, IIl., has 
been named production manager 
of the agency. 


Station KGHL Names Crowley 

Station KGHL, Billings, Mont., 
has named Ward R. Crowley, for- 
merly Cedar Falls manager of Sta- 
tion KWWL, Waterloo, Ia., as a 


| member of its sales staff. 


Landau Gets Two Accounts 


Society Shirts Ltd., Toronto, and 
El Al, Israel National Airlines, 
have appointed A. B. Landau Inc., 
New York, as advertising agency. 
Society will use newspapers, mag- 
azines and trade publications. El 
Al will schedule newspapers, mag- 
azines, trade publications, radio 
and television. 


‘El Embotellador’ Moves 


El Embotellador, Spanish lan- 
guage trade publication for the 
South American soft drink indus- 
try, has moved its offices to larger 
quarters at 9 E. 35th St., New York 
16. 


Two Join N. W. Ayer & Son 
Elwyn Seeley, formerly with As- 

sociated Merchandising Corp. and 

Birds Eye division of General 
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TEAR OFF AND FILE—This unique two-color “calling card,” designed by Chicago 

layout artist J. Earle Smith, serves a dual function. It is attention-getting because of 

its size, and the piece on the end becomes a standard-size calling card when tor 
along the perforations. . 


Foods, has joined the plans-mer-, Carleton, free lance writer, has 
chandising department of N. W.| joined the agency's radio-televi- 
Ayer & Son, Philadelphia. Jetta| sion department in New York. 


se 


The experience of a not-too-distant past has important lessons for today. 
Here are a few examples of “why” and “how” from successful wartime 
campaigns. They're all from papers that are members of ABP, 
the group that works continuously, to improve the quality of business 
press editing ... and the performance of business press advertising. 

ABP papers can't coast; they're all bought and paid for by their readers. 


These are times when there’s a temptation to cut advertising . . . even your 
business press advertising . . . and coast. But brother, when you coast, you coast downhill. 
Some companies tried it . . . and had to fight their way back. Some never made it to the top again, 


advertise in the business press now? There’s one answer 

in the changing face of business. Consumer and industrial 

markets are expanding right along with defense production . . . 

with more machines, more men and more money at work. New products 

will compete for your markets. New companies will advertise for your customers. 
New men who have never used your product will be moving into key posts. 
Whether you have much or little or nothing for immediate sale, 

you need well-directed advertising to hold and improve your position 

in an economy that is bound to rise ... whether you decide to coast, or not. 


How 


should you advertise now? The answer to that is in your own 
changing sales picture . . . in problems that grow tougher 

as product selling gets easier. The business press, with its lines of 
communication to every man who buys, sells or uses your product, 

is the place to explain and interpret . . . to pass along facts and know-how . . . 
to help your industrial customers and your dealers solve their problems. 


Just to hold your position calls for soundly planned use of the business press — now. 


Why 


1. SELL THE NEW MEN 


Many men are being elevated to new 
positions, or hired to do jobs they're 
not fully trained for. Others are facing 
production problems they've never 
met before. Tell them how to use 
your product. You'll help them... 
and you'll keep them sold, too. 


2. PASS ALONG NEW FACTS 


Your engineers, chemists, researchers, 
know a great deal about your product. 
Pass that information along. Explain 
its flexibility . .. how to use it in more 
ways... or under new conditions . . . 
how to make it stretch farther or last 
longer. This is good selling, too.’ 


3. HELP DISTRIBUTORS AND DEALERS 


Some are in the middle of a pincer’s 
movement... scarce stock on one side 
... increasing demand on the other. 
Their problems are your problems. 
Keep them posted; frankly explain 
shortages; give reasons—why and 
selling points, to help explain sub- 
stitutes, keep consumers satisfied. 
Keep your selling line-up intact. 


4. KEEP INDUSTRY ROLLING 


Many machines will be crowded be- 
yond normal capacity. Tell your 
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Glidden Co. Renews 
Institutional Copy 


(Picture on Page 1) 

CLEVELAND, April 11—Glidden 
Co., after a two-year lapse, has 
again launched an institutional ad- 
vertising campaign, this time the 
largest it has ever undertaken. 

The paint-chemical-food com- 
pany teed off the drive in the April 
7 issue of Collier’s. Other four- 
color advertisements, appearing at 
least once a week through October, 
will be carried in Business Week, 
Fortune, Newsweek, Time, U. S. 
News & World Report and Wall 
Street Journal. 

The program emphasizes the 
wide diversification of Glidden Co. 


and its divisions’ leadership in co- | 


operative research. The insertion in 
Collier’s told how the Glidden 
paint, chemical and pigment and 
soya products divisions cooperated 
in research leading to development 
of Spred-Satin, synthetic rubber 
emulsion base interior paint. 


e Subsequent ads will feature 
other research for Durkee Famous 
Foods, naval stores, feed mill and 
metals refining. 

The campaign features layouts 
with text appearing at the top of 
the advertisements. Artwork is 
centered on the page, and the Glid- 
den trademark appears at the bot- 
tom. Also at the bottom is a list 
of the eight Glidden divisions and 
their principal products. 

The agency is Meldrum & Few- 
smith, Cleveland. 


- ta 


Weyerhaeuser Timber 
Sponsors High School Show 

Weyerhaeuser Timber Co., Ta- 
coma, Wash., is now sponsoring 
“Youth Views the News,” a weekly 
half-hour radio show featuring 
high school students discussing 
current events, which originates 
on KOMO, Seattle, at 6:30 p.m., 
Sundays. The show also is aired 
on KRKO, Everett; KELA, Cen- 
tralia-Chehalis; KXRO, Aberdeen; 
KWLK, Longview, and KAPA, 
Raymond, Wash.; KGW, Portland; 
KOOS, Coos Bay; KERG, Eugene, 
and KFJI, Klamath Falls, Ore., 
with high school students in these 
cities participating. The show, 
which augments Weyerhaeuser'’s 
postwar public relations campaign 
using newspapers, is preceded by 
spot announcements and news- 
paper ads. Cole & Weber, Seattle, is 
the agency. 


The West Coast Electronic Man- 


ufacturers’ Assn. has published the 


third edition of its directory as a 
product 
roster. The 20-page illustrated di- 
rectory contains membership data 
including names, addresses, and 
phone numbers, products manu- 
factured, number of employes, 
floor areas and year established. 
The organization is holding its 
1951 exhibit Aug. 22-24 at the 
civic auditorium in San Francisco. 


Sandura Maps Spring Drive 
Sandura Co., Philadelphia, floor 
and wall covering manufacturer 
will have the most extensive ad 
program in its history for its spring 
promotion. Spearheading is a col- 
or page in Life, April 13. Other 
page insertions are scheduled for 


index and membership 


8 Foinlers for Non-Coaslers 


Clues from some of the most successful campaigns of the war yearS.e.- 


industrial customers how to avoid 
breakdowns, prevent lost production 
time, be sure of longer too! life, lower 
maintenance costs. Intelligent selling 
at any time . . . vital now. 


5. IMAGINEER SALES FOR TOMORROW 


‘That's a term one company with in- 
creased capacity coined to start de- 
signers plan woe Syd ndircemyplpahony 
product. It began to develop a post 

war market while every ounce of oat 
it made was going to war. Now that 
we're uppi uction again... 
sell in terms of a bigger tomorrow. 


6. BOLSTER YOUR SALESMEN ... 


Take a load off your salesmen’s shoul- 
ders. Pass helpful hints along through 
your business paper advertising. 
There’s no better way to smother 


THE ASSOCIATED BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N.Y. «© MUrray Hill 6-4980 


customers’ gripes than with some 

ical suggestions for distributors, 
dealers or industrial users. It's good 
selling, too. 


7. TELL WHAT'S GOOD 
ABOUT SUBSTITUTES 


Maybe you can’t make as good a 
product as before ... temporarily. 
But tell why. And tell how good the 
present product is... honestly ex- 
plaining what it can ‘do. Give your 
dealers something to sell with... your 
industrial users an understanding of 
the qualities of what they can get. 


8. EXPLAIN NEW DEVELOPMENTS 


Maybe you can substitute concrete 
for steel ...a synthetic for defense 
materials. When your engineers come 
up with something new, use the busi- 


Founded in 1916 


Ness press to describe its 

—give proof—cite case histories. Get 
your full story across to every man 
from designer to production heads, 
chemists to purchasing ts, en- 
gineers to presidents . . . distributors 
to dealers. 


“did a big and important job.” 
Write for a copy; it's free. 


Every man who has anything to d< 
with your 1951 advertising should 
study it carefully, cover to cover. 


The group of ABC-audited business publications —.working cooperatively to improve further the service 
of business papers to their readers...and to help advertisers use the business press more effectively. 
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American Home, Better Homes & 
Gardens, Farm Journal, Good 
Housekeeping and Ladies’ Home 
Journal. John Falkner Arndt & 
Co., Philadelphia, is the agency. 


Nelson Randall Named A. M. 
Nelson H. Randall, on the public 
relations staff of the Toledo Edi- 
son Co., has been appointed ad- 
vertising manager of the company. 
He succeeds Joseph F. More, re- 
cently named director of Toledo 


civilian defense. 


IT'S BRAND 


THE FASTEST, 
MOST VERSATIL 
OF ALL ARTIST'S 

APPLIED SHADING 

MEDIUMS 


V-Film is a tissue thin, tran - 
ent sheet in which is wovhenss 
visible standard shading pattegns. 
V-Film can be applied to a drawing 
or placed directly over a negative. 
Smooth it on—A self contained Bd- 
hesive makes it stick perfectly to ad 
surface. One stroke across with 
brush and V-Film developer and the 
tone appears sharp, clear and refidy 
for immediate use. 


V-Film is not only faster 
more economical to use, but it will 
give you a distinct saving in repro- 
duction costs, for V-Film art repro- 
duces as straight line work. 


Write today for samples and de- 
scriptive folder. 


1. Place film 
over ing. 


THE CRAFTINT MANUFACTURING CO 


227 € 1S2nd STREET * CLEVELAND 10 Oni 
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Ziv Unhurt by TV; 
AM Volume Increases 


Time Availabilities Are 
Helpful; Sinn Expects 
Boom for TV Packages 


By MAURINE CHRISTOPHER 
New York, April 12—Frederic 
W. Ziv Co., which has transcribed 


programs running on more than}! 
1,600 radio stations, is not at all] 
disturbed by talk about what tele- 
vision has done, is doing and will} 
do to radio. Quite the contrary. 

“Business has never been bet-| 
ter,” John L. Sinn, executive vice- 
president of Ziv, said this week.| 
‘During the first two months of | 
1951 we much from 
radio program sales as we did in 
the first five months in 1950.” 

This happy circumstance Mr. 
Sinn attributes to three major 
factors. 

1. “There 


grossed as 


is better time avail- 
able to local, regional and national 
spot advertisers for the obvious 
reason that there is less time sold 
on a network basis. This Class A 
time becomes available for the 
advertisers who buy our packages.” 
2. “There are a great many na- 
jonal accounts which are spending 
avis in network television in 
Dmbination with spot radio. A 
Bei of years ago these compa- 
es were in network radio.” 
3. An augmented Ziv radio sales 
ree of 75 men 


“The last consideration may 
ll be the most important,” Mr. 
in continued. “Our salesmen are 
ginning to find a lot of prospects 
10 never used radio before or 
o have been out of the medium 
As we add to the staff, 
man’s territory becomes 
aller and he can do a more con- 
itrated, intensive job of cover- 
z the area. We are actually doing 
better sales job in the 63 TV 
rkets than we did five years 
” 
Mr. Sinn does not feel any credit 
f@ the increased sponsor and sta- 
tifn acceptance of transcribed, in- 
vendently produced broadcasts 
is%iue to big name network enter- 
taners. Bing Crosby and others 
im generally credited with break- 


down the “canned” program 
bugaboo 
Mr. Sinn said that long before 


Crosby set the pattern for an easier 
way of working on the radio—from 
the standpoint of talent, that is 
major stations throughout the 
country were transcribing shows 
they couldn't clear time for and 
were playing them back for local 
audiences at another hour. 


@ Hottest Ziv radio property at the 
moment is the company's newest 


“Bold Venture,” a 30-minute 
drama co-starring Humphrey 
Bogart and Lauren Bacall. This 


program is being aired in 423 mar- 


kets. It is sponsored on about 400 
stations 
The cost to sponsors of “Bold 


Venture,” which has a talent-pro- 
duction budget of $12,000 weekly, 
ranges from $15 in small markets 
to $750 in New York. 

Other best-selling radio pack- 
ages: “Guy Lombardo Show,” 375 
Stations; “Boston Blackie,” with 
Dick Kolimar, 363 stations; “Cisco 
Kid,” 348 stations; “Meet the Men- 
jous,” 313 stations; “Favorite 
Story,” with Ronald Colman, 287 
stations. Altogether, the company 
has 20 AM shows for sale. Some, 
in the smallest markets, can be 
bought for $2.50 a week. | 

Of the Ziv AM sponsor list, 78% 
are local and 22% national ac- 
counts 


@ Among the national advertisers 
spotting Ziv programs are Chrys- 
ler Corp., Pontiac Motor, General 


Electric Co., Coca-Cola Co., Radio 
Corp. of America, Lever Bros. Co., 
Westinghouse Corp., Lincoln-Mer- 
cury, Borden Co., Procter & Gam- 
ble Co., Norge Division, Motorola, 
Buick Motor, William Wrigley Jr. 
Co., Chevrolet, Quaker Oats Co., 
Philco Corp. and Hotpoint. 

A breakdown of the over-all list 
of companies, retail and national, 
sponsoring Ziv broadcasts shows 
the following categories predomi- 
nating: food, 36% ; beverages, 26%, 
automobile, 16%; appliances, 10%. 

Ziv’s 12-man promotion depart- 
ment works with sponsors, agen- 
cies and stations in promoting the 
shows. They provide premiums, 
giveaways and contest ideas and 
tie-in materials. 
es About 35% of the producer’s 


gross income is contributed by its 
affiliated company, World Broad- 
casting System, a program library 
service acquired by Ziv in 1948. It 
provides stations with a basic 
library of 5,000 transcribed selec- 
tions of various types and lengths, 
plus scripts to build programs from 
these raw materials. Additions to 
the library are mailed to subscrib- 
ers regularly. Broadcasters pay a 
monthly fee ranging from $125 to 
$600. 

Though radio remains a very 
lucrative production field for Ziv, 
the company, which has offices in 
Cincinnati, New York and Los An- 
geles, already is making its bid for 
TV business. This activity is han- 
dled by a subsidiary, Ziv Televi- 
sion Programs, which has a sepa- 
rate staff, including 12 salesmen, 
excepting the top management. 
The latter is the same for all three 
companies. 


e Ziv TV currently has four pro- 
grams on the air, excluding feature 
and western films. A fifth—the 
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producer’s most expensive video! duction of a new series of 30-min- 


package to date—“Boston Blackie,” 
which has a talent-production bud- 
get of $18,500, will be available 
soon. 

Comprising the TV list are 
“Cisco Kid,” 59 stations; “Story 
Theater,” 43 stations; “Yesterday’s 
Newsreel,” 41 stations; “Sports 
Album,” 28. Fewer than 10% of 
these are being telecast sustaining, 
Mr. Sinn said. 

Prices—they are the same 
whether sold to sponsors or sta- 
tions—range from $37.50 for the 
cheapest show in the smallest mar- 
ket to $2,250 for the most expen- 
sive in the largest market. 

Mr. Sinn believes transcribed 
package producers will have an 
even greater opportunity in tele- 
vision than they have had in AM, 
“because films will be a bigger 
factor in TV than transcriptions 
have been in radio.” 


Fairbanks Plans New TV Series 


Jerry Fairbanks Productions, 
Hollywood, will soon begin pro- 


ute teleplays titled “Hollywood 
Curtain Time.” The series will 
feature Hollywood players and 
stars in original plays by screen 
and television writers. The Fair- 
banks organization also will han- 
dle distribution to stations for lo- 
cal and regional sponsorship. 


NARTB Elects Fairbanks 


Richard M. Fairbanks, president 
of WIBC, Indianapolis, has been 
elected to the*board of directors of 
the National Assn. of Radio and 
Television Broadcasters. He will 
represent NARTB District 8, 
which is comprised of Indiana and 
Michigan. 


Maharam Names Moss Agency 

Moss Associates, New York, has 
been named by Maharam Fabrics 
Corp., New York, theatrical and 
display fabric and accessory house, 
to handle its advertising. 


K]BC Appoints Bowles & Co. 


Bowles & Co. has been appointed 
national representative of Station 
KJBC, Midland, Tex. 
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Gets Brewery Account 

Washington Breweries Inc., Co- 
lumbus, O., has appointed Kauf- 
man & Associates, Chicago, to di- 
rect its advertising and merchan- 
dising. Newspapers will be used 
for the most part. Outdoor, tele- 
vision, radio and small town week- 
ly papers also will be used. 


NBC Promotes Lewis Frost 


Lewis S. Frost has been named 
director of operations of National 
Broadcasting Co. in Hollywood. 
He had been assistant to the vice- 
president of NBC on the West 
Coast since 1936. 


WLW-D Promotes Van Ells 

Neal Van Ells, production man- 
ager of WLW-D, Dayton, has been 
promoted to program director. He 
succeeds A. Donavan Faust, who 
has joined WDYV-DuMont, Pitts- 
burgh. 


‘Mirror’ Names Milton 

Arthur G. Milton, a member of 
the New York Mirror staff for ten 
years, has been appointed assistant 
manager of retail advertising. 


AWARD WINNER—Dan Jenkins (left), secetary of the Southern California Society 
of Radio and Television Editors, presents a scroll to Dale Weber (right), vice-president 
of Interstate Bakeries, parent company of Weber Baking Co., sponsor of the “Cisco 
Kid” radio show in southern California, which was judged by the society the best 
children’s radio show in the area. In center are Fred Levings and Hilly Sanders, co- 
producers-directors. The agency is Dan B. Miner Co., of which Miss Sanders is vice- 
president in charge of radio and television. The “Cisco Kid” is carried over 43 sto- 
tions in California and Arizona, through the Miner agency, and sponsored on a spot 
basis over 400 stations throughout the country. 
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Distinctive Trademark Called All-Important 
in Food Packaging by Designer Jim Nash 


Boston, April 10—Packages can 
have sales appeal in spite of short- 
ages in preferred packaging mate- 
rials, according to Jim Nash, New 
York package designer. 

“It is the character of the pack- 
age and trademark that counts, 
not the materials on which it is 
printed, nor the colors in which it 
is produced,” he told the annual 
convention of the National Fish- 
eries Institute today. 

“A basically good trademark and 
package design are virtually emer- 


| gency-proof. They can have ‘high 


voltage sell,’ triumph over any 
shortage, and still retain their 
identity and continue to create 
sales. 

e “A manufacturer with a prac- 
tical package design is in a posi- 
tion, at all times, to maintain a 
continuous advertising and sales 


| promotion campaign simply by the 


WASHINGTON 


The influence of Washington, and of the people 


who make decisions there, will surely be one of 


the most important single factors in U.S. business 


planning during 1951 and for the duration of 


the national emergency. 


In the light of this fact, it is especially impor- 


tant to remember that: 


TIME is the favorite magazine of top Wash- 


ington officials. 


Advertising Offices: 
NEW YORK ¢ CHICAGO ¢ BOSTON ¢ PHILADELPHIA ¢ CLEVELAND ¢ DETROIT 
ST LOUIS ¢ SAN FRANCISCO ¢ ATLANTA ¢ TORONTO «© MONTREAL ¢ LONDON 


(Evidence on request) 


‘motion piece within itself.” 


proper use and display of his pack- 
ages. Then, when he expands his 
operations, his trademark and de- 
sign provide the vital link between 
his advertising and sales promo- 
tion and the package on the shelf,” 
Mr. Nash said 

He said a good, severe test of 
the design of a trademark is the 
TV screen. “If the screen transmits 
your trademark in_ clear-cut, 
quickly identified fashion, then 
you have a good trademark—one 
that will do a selling job in the 
store, on the counter, and in every 
other form of advertising and sales 
promotion used.” 

Four characteristics of food 
packages having “high voltage 
sell” were described: a distinctive 
trademark, appetite appeal, eye- 
catcher value and quality appear- 
ance. 


@ The trademark is the most im- 
portant, he said, since it insures 
ready identification. “It must have 
an individual shape, an individual 
character. It should not be a cir- 
cle, square or triangle since geo- 
metric designs have been used so 
much they no longer have indi- 
vidual character. The trademark 
design must be such that it can 
be reproduced in any color or in 
b&w and still be recognized in- 
stantly 

“Such a trademark can be 
produced in any size, from 
label on a small can of cavia 
packages or cartons holding m 
pounds. It can be used in all ty 
of advertising and sales pro 
tion. It is, in fact, an actual 


Appoints Stanfield Agency 

Copeland & Duncan, Canac 
distributor of Spode and other 
English dinnerware, has appoin 
Harold F. Stanfield Ltd., Toro 
to handle its advertising in C 
ada, Roy E. Tait, formerly adv 
tising manager of New Liberty, 
joined Stanfield’s executive st 


ABC Appoints Verschoor 


William J. Verschoor, forr 
ly an account executive and 
sociate of B. Franklin Bills & 
sociates, sales counselor, has t 
named an account executive in 
network radio sales departm 
central division, American Bro 
casting Co., Chicago 


Stewart Gets Car Franchise 
R. D. Stewart, vice-president of 


Kudner Agency, has acquired the 
Buick franchise in Arlington, Va., 


and is retiring from the agency 
field to devote full time to the 
dealership. Mr. Stewart joined 


Arthur Kudner when the agency 
was formed in 1935 


‘Globe-Times’ Names Service 

B. Ellis Service, business man- 
ager of the Globe-Times, Bethle- 
hem, Pa., has been named genera! 
manager. Mr. Service will be in 
charge of the Globe-Times’ busi- 
ness office in addition to his new 
duties. 


McGraw-Hill Shifts Johnson 
Herbert Johnson has been trans- 
ferred from McGraw-Hill Publish- 
ing Co.'s Chicago office to Cleve- 
land, as representative of Aviation 
Week, a McGraw-Hill publication 
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Producing Film for Heinz 

Jerry Fairbanks Productions, 
Hollywood, has started production 
of a special television-commercial 
motion picture for the H. J. Heinz 
Co. Titled “The Big Delivery Wag- 
on,” the film will deal with the 
American system of national food 
distribution. The picture will be 
photographed in color, with b&w 
prints for telecasting. 


Richfield Names Adams V. P. 
Richfield Yards Inc., Minnea- 
polis,building materials, has named 
Al Adams, formerly on the adver- 
tising staff of the Seattle Transit 
System, as a vice-president. 


Marathon Buys Paper Plant 

Marathon Corp., New York, has 
purchased properties of the St. 
Regis Paper Co. in Oswego, N. Y., 
consisting of the kraft paper mill, 
multiwall bag plant and machine 
shop. Don C. Rawson, formerly 
manager of Marathon’s Meno- 
minee, Mich., plant, has been ap- 
pointed manager of the Oswego 
plant. 


Reports 114,600 TV Sets 
According to the Electric Assn. of 
Kansas City, Mo., there were 114,- 
600 television sets in the area as 
of April 1. This represents an in- 
crease over March | of 6,681 sets. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 
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®ublished bi-monthly ot 20 West Putnam Ave., Greenwich, Conn. 


Austin of U. S. Steel Wins Parlin Award 


PuHILape.tpuia, April 10—David 
F. Austin, United States Steel Co. 
executive vice-president, commer- 
cial, has been 
named recipient 
of the 1951 Par- 
lin Memorial 
Award for his 
“outstanding con- 
tribution to the 
field of market- 
ing.” 

Mr. Austin will 
accept the award 
from the Phila- 
delphia Chapter 
of the American 
Marketing Assn. at the annual 
Parlin Memorial Lecture dinner on 
Wednesday, May 16. Founded in 
1945, the lectureship and the ac- 
companying award is sponsored 
annually by the Philadelphia chap- 
ter in honor of the late Charles 


4: 


David Austin 


Coolidge Parlin, organizer of the 
commercial research department at 
Curtis Publishing Co. 

Mrs. Casilda V. A. Wyman, Farm 
Journal, president of the chapter, 
will make the award to Mr. Austin. 
He is being honored specifically for 
his achievements as the chief sales 
executive of one of the world’s 
largest corporations. 


Borg-Warner Promotes Arndt 


Donald N. Arndt has been ap- 
pointed assistant general sales 
manager of the Marvel-Schebler 
products division of Borg-Warn- 
er Corp., Flint, Mich. He was for- 
merly service sales manager. 


Shaw-Barton Opens Office 

Shaw-Barton Inc., manufacturer 
of advertising specialties and cal- 
endars, has opened a western sales 
office in the Capitol Hill Bank 
Bldg., Denver. 


journal is a diary 


A journal is a school girl's diary, an accountant’s record 
book, or even that portion of an axle that rotates in the 
bearing. But Journal is the name of a newspaper. 


It's the same with Coke, the friendly abbreviation for 
Coca-Cola. Like Journal, Coke is a proper name. Con- 
sequently it always rates a capital “C.” Spelled with a 


lower-case ‘‘c,” 


it means something entirely different. 


Also, Coke and Coca-Cola are registered trade-marks. 


And good practice requires the owner of a trade-mark 
to protect it diligently. So this is another reason why 
we keep asking you to use the upper-case initial on 
both names for our product—just as you do when you 
write or print the name of your publication. 


Coke = Coca-Cola 


Both are registered trade-marks which distinguish the 


same thing: the product of The Coca-Cola Company. 


THE COCA-COLA COMPANY 


Advertising Age, April 16, 1951 


National Starch’s 
Institutional Ads 
to Feature Moppet 


New York, April 11—National 
| Starch Products Inc. has under- 
taken institutional advertising for 
the first time with two-thirds of 
|a page in two colors once monthly 
in Business Week and Time, plus 
j}ads in 20 business papers in the 
chemical engineering, food, textile, 
packaging, woodworking and pulp 
and paper industries. G. M. Bas- 
ford Co. is the agency. 

A feature of the campaign is in- 
troduction of a new trade char- 
acter to be named next month as a 


OP gee emer tt Retped make HT” 


result of a contest among the com- 
| pany’s employes. The use of the 
|trade character is designed to over- 
| come the problem of identification 
| posed by the name National. The 
| impish character, a round-eyed, 
triangle-nosed moppet, will be 
used to identify the company and 
its product line in all future pro- 
motional activities. 

| Formerly the company used bus- 
|iness papers only. The change to 
an institutional campaign has been 
| prompted by three main factors: 
|the importance of adhesives and 
starches to a defense as well as a 
peacetime economy; the growing 
international scope of the com- 
pany’s activities, and the need to 
educate thousands of end-users 
who are largely unaware of their 


dependence on National's products. 
| 


| Lighting Bureau Launches 
| Quarterly Plugging Safety 

The National Street and Traffic 
| Safety Lighting Bureau, Cleveland, 
has launched a new quarterly, 
| Street Lighting, directed toward 
city engineers and elected officials 
responsible for municipal lighting 
installations. Street Lighting, 
which will plug improved street 
lighting as a crime prevention and 
traffic safety measure, is edited 
by Edmond C. Powers, public re- 
lations director of Griswold-Eshle- 
man Co., which handles the ac- 
count. Robert S. Marker, account 
executive for the agency, is ad- 
vertising manager. 


Buys Radio-TV School 

The California Institute of Ra- 
dio and Television, Hollywood, 
Cal., has been purchased by Lee 
Wood-Jim Bishop Enterprises Inc. 
The faculty of the institute is com- 
posed entirely of working pro- 
fessionals now in radio and televi- 
sion. Mr. Bishop is president of 
Bishop & Associates, Los Angeles 
agency. Mr. Wood, a radio and TV 
newscaster, now has “Lee’s Lair,” 
on KTSL, and “Lee Wood Re- 
ports,” on CBS. 


Knox Reeves Moves Branch 
Knox Reeves Advertising has 

moved its San Francisco office to 

the Shell Bldg., 100 Bush St. 
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In Philadelphia nearly everybody reads The Bulletin 


| Evening and Sunday 


\ ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company °* Chicago * Detroit * Atlanta * lLosAngeles © San Francisco 
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i i THAT KING-SIZED CLUTTER of sporting equip- 

i ment standing in the car dealer’s showroom and making 
its simple wants known to the salesman is Henry Perkins, 

if j Inc., Sportsman-at-Large. 

i . Mr. Perkins in his present condition weighs some 1,200 

Ls pounds . . . and he is in this condition with great frequency, 


give or take a couple of dogs and an armful of hardware, 
: depending on the season. Also, when Henry Perkins is 
fully equipped for the chase on land or water, he represents 
a transportation problem that could keep a dozen auto- 

mobile designers on a diet of fingernails and black coffee. 
Obviously, the car that hauls Perkins & Co. about the 
landscape must combine stamina and versatility with the 
agility of a mountain goat and the capacity of a Conestoga 
Wagon. Henry, simple soul that he is, demands a vehicle 
that will roll with silky dignity to a country club dance or a 
business appointment, and yet be able to jounce down deer 
trails, ford streams and perform the routine calisthenics of a 
back country jackrabbit at the mere touch of a throttle. 


eS 


It is a credit to American Enterprise and the in- 
ventor of the slide rule that such cars already 
exist in great variety and numbers . . . many of 
them specifically planned and built to fulfill 
the unique requirements of sportsmen like 
Henry Perkins. 

It is, however, an unfortunate fact that a 
lot of these superb vehicles, so admirably suited 
to a sportsman’s needs, are never directly adver- 
tised to sportsmen at all . . . at least, in terms of 
their special usefulness to the sportsman. 

Happily, the situation is so ridiculously easy 
to remedy that this idea may very well rock the 
city of Detroit to its foundations. It simply calls 
for a fresh approach in advertising termed 
“looking for the sportsman angle” . . . and it can 
be just as important in selling automobiles as 
never underestimating the power of a woman. 


WE want to buy a new car!” 


: (A 150 horsepower appeal to motor vehicle 
: advertisers who like to count money) 


It’s surprising how many products like automobiles and 
accessories have a “sportsman angle”’ that can be exploited 
for important new sales in the huge four billion dollar mar- 
ket of sportsmen.* That's why, these days, you find 
advertisements at work in sportsmen’s magazines that never 
appeared there before . . . ads for home freezers and lawn 
mowers and station wagons and electrical appliances . . . 
all of them doing a new and vital kind of selling to a 
prosperous market of ready buyers. 

Yes, your “sportsman angle’? can really pay off... 
especially when it appears in the magazine that gives you 
Henry Perkins’ concentrated attention ... the magazine 
that gets cover-to-cover perusal from Henry and his friends 
... the magazine that catches men in their mellowest, 


most relaxed mood and makes them receptive, as no other I: 


medium can, to a sales story that’s slanted to the sportsman 
and makes sense to him. 


It’s “Sports Afield”’. 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


WPOD Rt 


THE PROGRESSIVE SPORTSMAN’'S MAGAZINE 


*95% of “‘Sports Afield”’ readers own cars. 
16.9% own two or more cars. 
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Silex Elects Two V. P.s 

Frank E. Wolcott, general sales 
manager of Silex Co., Hartford, 
Conn., manufacturer of Silex cof- 
fee makers, has been elected a 
vice-president of the company. Al- 
so elected vice-president is Harry 
B. Whitehead, Silex works mana- 
ger. 


OVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAIL 


AND RAT 


EMPLOYERS REINSURANCE 


‘CORPORATION 


ingyrance Exchange Kansas City Mo 


New CAB Ruling Not 
Likely to Hurt Airlines 

Wasuincton, April 12—It will 
be interesting to see what the Civil 
Aeronautics Board does with its 
new “principle of practice” which 
says that airlines should not use 
press statements or ads “to bring 
pressure on the board” (AA, April 
9) 

It’s a good bet that no airline 
will ever be punished for using 
ads to discuss route applications. 
It’s an even better bet that any 


airline so punished would find 


By STANLEY E. COHEN, Washington Editor 


ready redress at the nearest fed- 
eral court. 

Make no mistake about it—this 
is a novel rule, and a dangerous 
one. Under such a rule, CAB could 
try to prevent non-scheduled air- 
lines from telling the public about 
an impending rule putting them 
out of business. Under a similar 
rule, the Federal Communications 
Commission could punish Radio 
Corp. of America for telling the 
public about its tri-color TV tube. 

CAB says the rule will be en- 
forced only in extreme cases—but 
there is nothing in the rule that 


says this. 

Strangely enough, this rule is 
no mere figment of the bureau- 
cratic imagination. Originally, it) 
was framed by an advisory com- 
mittee, composed of the most emi- 
nent attorneys in the airline busi- | 
ness. They—or the airlines that) 
employ them—ought to know bet- | 
ter. 

* * ” 

Pressure whipped up by press 
and radio complicates the job of 
the administrative agency or court, 
but it is one of the hazards of the 
business. The courts generally rule 
it is better to risk that hazard than 
to get into the mucky business of 
limiting freedom of expression. 

Only Monday, the Supreme 
Court set aside two rape convic- | 
tions which were rendered in the 
heat of public pressure. Justice 
Robert Jackson commented that 
press and radio make it increasing- 
ly hard to assure fair trials, but he 
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| did not cite press and radio for 


contempt. Instead, he ordered re- 
trials in a different community. 
. + + 

Home builders are riding rough- 
shod over the government’s 800,- 
000 unit housing goal for 1951. It 
looks as if the final figure for the 
year will be well over 1,000,000 


| units. 


For three months, builders 
started 270,000 units—just a little 
under 1950. Since defense cut- 
backs will be relatively mild until 
late in the year, it seems certain 
the final home building figure for 
1951 will be closer to 1950’s 1,400,- 
000 units than anyone anticipated. 

The unexpected housing boom 
will be a big business factor as 
homes are completed later this 
year. New homes are prime mar- 
kets for a long list of items—non- 
durables as well as durables. 

. e * 

The House ways and means 
committee, now writing the 1951 
tax bill, is toying with a tax on 
retained earnings of cooperatives. 
It’s political dynamite, since many 
of the farmer co-ops have built 
huge plants from untaxed patron- 
age dividends which are reinvested 


| by farmers. The Treasury Depart- 
| ment is for the tax. It wants undis- 
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No other newspaper 
gives merchandisable 
coverage of this rich 
northeastern Ohio market 


| the 100% 


tributed patronage dividends taxed 
the same way that undistributed 
corporate earnings are taxed. 
# . + 

The House postal committee 
hearings are over, and on the 
House side the postal rate debate 
is simply: How much? Postmaster 
General Jesse Donaldson won't get 
second and third class 
increase he wants; but the House 
will probably give him a good bite 
—maybe 50%. 

When it is through, the House 


will probably provide Mr. Donald- 


son with $100,000,000 or $125,000,- 
000, and it will also give postal 
workers a pay adjustment which 
will more than cancel out the rate 
bill. 

+ 2 . 

The Federal Trade Commission 
may have trouble with its latest 
brainstorm in the fur labeling 
field. The commission is after the 
word “mouton.” 

FTC says “mouton” (French for 
lamb) ought to be translated for 
the enlightenment of the less 
learned ladies. 

FTC’s formula for an “honest” 
ad: “mouton dyed lamb”—which, 
by our translation, is “lamb dyed 
lamb,” which, of course, is not 
what a mouton coat is at all. 


Taylor Names Thompson V. P. 
James L. Thompson, formerly a 
member of the Chicago sales staff 
of Edward Petry & Co., has been 
appointed vice-president of the O. 
L. Taylor Co., radio representative, 
and will have charge of its Chicago 
office and midwestern sales opera- 
tion. Robert Feihel, account exec- 
utive in Taylor’s New York office, 
has been transferred to Chicago. 


Pontiac Offers Auto Film 

The Pontiac division of General 
Motors Corp., Detroit, has released 
a 22-minute, 16mm film, “Through 
the Years,” which commemorates 
25 years of automotive history and 
celebrates the Pontiac’s 25th an- 
niversary. Produced by Soundfilm 
Studios, Detroit, the film is being 
distributed through Pontiac deal- 
ers. 


McCreery Appoints Spencer 

S. Seward Spencer has been 
named radio-television director of 
Walter McCreery Inc., with head- 
quarters in Beverly Hills, Cal. He 
replaces Ralph Tuchman, who has 
resigned. Mr. Spencer has been 
with Foote, Cone & Belding for the 
past seven years, most recently as 
radio and television director in the 
Hollywood office. 


Hanna Joins Proctor Agency 
Ray Hanna, formerly executive 
vice-president of Sterling Adver- 
tising Agency, has joined J. G. 
Proctor Co. Advertising, New 


York, as associate. 
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UNITED STATES DEPARTMENT OF AGRICULTURE 
EXTENSION SERVICE 
Washington 25, D.C. 


READERSHIP STUDY OF EXTENSION SERVICE REVIEW 


6.) Preferred by County Agents and 
Home Demonstration Agents 


@ County Agents and Home Demonstration Agents are 
no strangers to the millions of families who live in Rural 
America. Representing the State Agricultural Colleges 
and the U. S. Department of Agriculture, their efforts are 
devoted to promoting better farming and better farm living. 


Located in practically every county, these agents are 
key citizens in their own communities, men and women 
whose opinions are sought and acted upon. 


When the U. S. Department of Agriculture recently 
queried County Agents and Home Demonstration Agents 
in 16 states about their reading habits, it was no surprise 
to us to find that FARM JOURNAL was read by more of 
these important opinion molders than any other magazine. 


FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DC 


FARM JOURNAL 


alone gives 


READERS - ADVERTISERS 
* RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


2. Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


3. Most merchandisable magazine 
in Rural America 

4. First choice of the people 
of Rural America 


Preferred by County Agents and 
Home Demonstration Agents 


6. Largest on-the-farm circulation 
of any farm publication 


7. The magazine farm families 
depend upon 
8. Largest selling magazine among 


the millions of families who live 
beyond TV 


9, The only farm magazine reader- 
checked every issue by Starch 
Advertising Readership Service 


10. Lowest cost per delivered reader 
of any farm magazine 


11. First with advertisers who count 
results 


12. Covers more subjects of interest 
to everyone on the farm 


13. Greatest circulation of any 
magazine in Rural America 


14. Covers more of the best farms 


15. Greatest cov erage where your 
best retailers operate 


16. Largest on-location, in-the-field, 
full time editorial staff 
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Marjorie Welborn to White 


Marjorie Welborn has joined the 
sales promotion, radio and tele- 
vision departments of White Ad- 
vertising Agency, Tulsa. 


Foster Names Peter Morgan 

Harry E. Foster Advertising, To- 
ronto, has named Peter Morgan 
account executive. 


Promotional Arts Moves 


Arts, Chicago, advertising art, will 
occupy new quarters at 100 E. Ohio 


Bee Photo Opens Branch 
Bee Photo Service, New York, 
has opened a branch office at 10 E. 


HIGH QUALITY 
LOW COST 


NEWSPAPER BROADSIDES 
TABLOIDS * DIRECT MAIL PIECES 


4 Do a ¥ 
and R\C 


Elects Frank M. Hutchins 


Frank M. Hutchins has n 
elected president and treasurer of 
Hutchins Advertising Co., Roches- 
ter, N. Y. He is the son of F. Irv- 
ing Hutchins, chairman of the 
board, and nephew of Frank A. 
Hutchins, former president, both 
of whom continue as directors. 


Research Inc. Moves Offices 

Research Inc., Philadelphia 
marketing, consumer research and 
public opinion sampling organiza- 
tion, has moved to larger offices 
at 2017 Walnut St. 


John Hansel Jr. Joins ABC 

John Hansel Jr., formerly of N. 
W. Ayer & Son, Philadelphia, has 
been appointed to the eastern TV 
Sales staff of American Broadcast- 
ing Co., New York. 


Taylor Appoints Bresnick 

E. E. Taylor Corp., Boston, man- 
ufacturer of men’s shoes, has 
appointed Bresnick Co., Boston, as 
its agency. 


National Airlines 


Advertising Age, April 16, 1951 


‘Piggy-Bank’ Vacations 


Plan to Be Repeated Again This Summer 


MraMi, April 12—National Air- 
lines’ cash registers tinkled a mer- 
ry tune last summer on the heels 
of a company advertising drive 
pegged to the line: “A million- 
aire’s vacation on a piggy-bank 
budget.” So National is using 59 
on-line newspapers in 33 cities this 
month and next for a repeat per- 
formance. Ads, prepared by Grant 
Advertising, range from 600 to 
1,000 lines and appear once weekly 
in all papers. 

Featured in the “packaged vaca- 
tions” promotion are transporta- 
tion, transfer, hotel and sightsee- 
ing facilities. Stress is laid on the 
airline’s time payment vacation 
plan and an auto rental service in 
Miami. 

The time payment plan was set 
up through arrangements 
credit unions, banks and others, to 
provide an easy method by which 


with | 
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WANTED! 


YOUR BEST INDUSTRIAL ADVERTISING 


CAMPAIGNS PRODUCED BETWEEN 


JAN. 1, 1950 AND MAY 15, 1951 


To compete for 33 PRIZES including 


THREE ” “ © PY IPAEX IR ~ AWARDS 


(the “Oscars” of the N.1.A.A.) 


HERE ARE THE SIMPLE RULES: | 


Only a few weeks are left to enter your 
pet campaigns in the N.I.A.A. Indus- 
trial Awards competition. 

Remember, any advertiser or agency 
can enter... you don’t have to be a 
member of N.1L.A.A. Any and all indus- 
trial advertising campaigns are eligible 

. any number, any size, any media... 
for any industry, product or service! 


ie a cl AE A LOR 


So send your favorite campaign along 
promptly ... then watch your prestige 
soar when it wins for you one of these 
thirty-three prizes: 


30 N.1.A.A. CERTIFICATES OF AWARD, 
attractively designed and framed, will 
be awarded to the three winners in each 
of ten objective classifications. Dupli- 
cates, not framed, will be available to 
winners. 

3 “TOPPER” AWARDS will be given 
to the three campaigns selected by the 
judges as “tops” of all those submitted. 
These “Toppers” consist of two parts: 

Part 1 


A handsomely engraved bronze plaque 
for your office or reception room. 


Part 2 
An engraved sterling silver medallion key 
chain as your personal memento. 


Write for entry blank and send all entries to: 


INDUSTRIAL ADVERTISING COMPETITION 
NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION * 


1951 


1. FORMAT: All entries must be mounted 
in bound books, 13” wide by 20” high. 
Stock must be BLACK, 50-pound weight 
or heavier, with double-thick front and 
back covers. There is no limit to the 
number of pages. Binding may be spiral, 
plastic, or any other material of your 
choice. Binding must be along the long 
side. The inside front cover to carry 
official descriptive sheet which will be 
furnished you, and which is shown on 
the back page. Upper half area of out- 
side front cover to carry name of ad- 
vertiser preferably about 30 point but 
not to exceed 48 point. Lower half area 
of front cover to be free. 


2. NUMBERS OF ENTRIES FROM ANY ONE 
FIRM OR AGENCY: Unlimited. The regu- 
lar fee must be paid for each entry. No 
correspondence can be entered into re- 
garding entries, and none will be re- 
turned. 


3. PERIOD COVERED BY COMPETITION: 
Campaigns entered must have appeared 
or been used between January 1, 1950 
and May 15, 1951. 


4. WHAT TO ENTER: Industrial advertising 
of ALL kinds — space advertisements, 
newspaper ads, publicity material, di- 
rect mail pieces, catalogs, brochures, 
handbooks, displays. Enter examples of 
any or all kinds of advertising used to 
attain a particular objective. Just be 
sure each campaign fits into a single 13” 
x 20” portfolio. 


5. FILLING OUT OFFICIAL ENTRY BLANK: 
If you have not yet received your official 
entry blank, get one today from your 
local N.1.A.A. chapter president or write 
to the address listed below. The entry 


blank must be completed and returned 
to N.LA.A. with your check to cover 
entrance fees. This will be acknowl- 
edged promptly and you will receive. . . 


DESCRIPTIVE SHEET: One will be fur- 
nished for each entry fee received. These 
should be filled out and attached to the 
inside front cover of your individual 
portfolios. 


6. CLOSING DATE: All entries must be 
received at N.I.A.A. headquarters in 
New York not later than midnight May 
15, 1951. No exceptions can be made! 


7. JUDGING: Preliminary judging will 
be done by several panels, each consist- 
ing of four carefully selected men: (a) 
a sales executive, (b) an advertising 
manager, (c) an authority on copy, (d) 
an authority on design and layout. 
These panels of judges will select win- 
ners in each “Objective” classification, 
and a carefully chosen five-man com- 
mittee of recognized advertising and 
sales authorities will act as final judges 
to pick the campaigns that qualify for 
the first, second, and third overall “Top- 
per” awards 


8. ENTRANCE FEE: An entry fee for each 
exhibit is charged to defray actual costs 
in connection with displaying, shipping, 
and handling. This is $12.00 per port- 
tolio entered, and should be enclosed 
with the entry blank. Fees are not re- 
turnable, and checks should be made 
payable to the National Industrial Ad- 
vertisers Association 


9. PRESENTATION OF AWARDS: All 
awards will be made at the 29th Annual 
Conference of the N.LA.A., June 25, 
1951 in the Waldort-Astoria Hotel, 
New York City. 


1776 Broadway, New York 19, N. Y. 


vacations could be “painlessly” fi- 
nanced. 


e Under the car rental plan, a va- 
cationer can obtain a late model 
auto for personal use in Miami for 
$19.95 a week. Walter Sternberg, 
National's vice-president in charge 
of sales, who originated the idea, 
regards the family car as commer- 
cial transportation’s greatest single 
vacation travel competitor. 

The piggy-bank promotion this 
year sees Capital Airlines, and 
midwestern cities like Detroit, 
Cleveland and Pittsburgh, added 
to the picture. Capital, linking De- 
troit and Miami directly, is mer- 
chandising the vacations in its 
areas. Until May 15 Capital planes 
and crews will operate the entire 
run. From May 1, National will 
contribute equipment and crews. 

For the eight months ended Feb. 
28, National had earned $1.46 a 
share compared with a net loss in 
the same period of the previous 
year of $357,751. In February, 1951, 
the company took in the highest 
gross revenue of its history, and 
earned a profit of $954,432 before 
taxes, but after provision for $151,- 
272 for depreciation. 


|@ Much of National's success in 
the fiscal year thus far is attri- 


buted to the piggy-bank promotion 
of last summer, when the company 
started making money. In other 
years, it was said, summer months 
have been unprofitable. 

National this year has added 
Havana, Nassau, Jamaica and 
Mexico City to the piggy-bank 
package. All told, there are more 


| than 20 vacations offered in Miami 


and the Caribbean. The basic sev- 
en-day vacation in Miami costs 
$128.70. The tour price includes a 
round trip flight from New York, 
transfers to and from the air- 
port, six nights at the hotel, a 
sightseeing tour of Miami from a 
bus, a boat trip around Miami 
Beach, a rhumba lesson, a portrait 
photo, beach parties, water sports 
and a night club trip (including 
the first drink). 


“With most of Miami Beach 
planning to remain open this 
spring and summer,” said Mr. 


Sternberg, “we expect an even big- 
ger season this year than last. We 
feel that when next winter rolls 
around we may have the old ‘off 
season’ specter beaten for good.” 


Independent Grocers 
Form Selling Groups 

Two collective selling groups, 
composed of members of United 
Grocers, independent grocers co- 
operative buying organization, 
have been formed in Portland, 
Ore., to enable independents to ad- 
vertise in competition with cash 
and carry stores and supermarkets. 

Harry R. Thom, former owner 
of the Tom-Tom Food Market, 
Portland, is the advertising man- 
ager for both groups, to be known 
as A. G. Stores (Associated Gro- 
cery) and Thriftway Stores. A 
streamlined merchandising pro- 
gram has been launched and 50” 
and 100” ads are running in the 
Portland Journal and Oregonian 
on a regular schedule. 


Publication Elects Winger 
Publication Corp., New York, 
has elected Albert E. Winger as 
chairman of the board. He is suc- 
ceeded as chairman of the finance 
committee by John S. Sterling. 


Jahn & Ollier Names Dominik 


E. A. Dominik has been named 
general manager of Jahn & Ollier 
Engraving Co., Chicago. He was 
formerly vice-president of Central 
Typesetting & Electrotyping Co. 


Appoints Booker-Cooper 
Booker-Cooper Inc., Los Ange- 
les, has been retained to direct the 
advertising of Hammel Radiator 
Engineering Co., Los Angeles, 
manufacturer of gas fired heaters. 
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LESS NFS—M. V. Odquist, Kenyon & Eckhardt account executive for Piel’s beer, points 

to visual evidence that the Brooklyn brew has less NFS (non-fermented sugar) os 

Piel’s vice-president, Henry J. Muessen, George W. Davidson, general sales manager, 

and Bill Berech (left), former Piel ad manager ond now ao K&E account executive, 

look on. Piel’s will spend $1.68 in 1951 for every dollar spent in 1959 on advertis- 
ing to emphasize less NFS in Piel’s. 


headquarters in Astoria, Ore., will 


Mary Margaret be in charge of the new office. 


Industrial Relations Session Scheduled 
for ANPA Mechanical Conference in June 


New York, April 10—A tenta- 
tive program has been arranged 
for the mechanical conference of 
the American Newspaper Publish- 
ers Assn., scheduled for June 11-13 
at the Edgewater Beach Hotel, 
Chicago. 

Various phases of industrial re- 
lations will again occupy the two 
Monday sessions, June 11. Eugene 
C. Pulliam, president, Indianapolis 
Star and News, will discuss mod- 
ern industrial relations as applied 
to newspapers, and Dr. Robert K. 
Burns, University of Chicago, will 
talk on personnel and productivity. 

Charles LeBlanc, Research In- 
stitute of America, will speak on 
newspaper foremen training 
courses, and Lenox Lohr, chief, 
Chicago Civil Defense Committee, 
will discuss aspects of sabotage 
control in the newspaper plant. 


@ Sessions June 12 will be devoted 
to composing room problems in 


New York, April 10—Mary 
Margaret McBride, who moved her 
daily chitchat session and sponsors 
from WNBC to WJZ six months 
ago, when WNBC asked her to 
shift her time to make room for 
a network advertiser, is getting a 
network show of her own. 

Starting April 9, the women's 
commentator will present a 30- 
minute program over ABC. The 
show will be broadcast Monday 
through Friday at 2 p.m., EST, and 
will be of.ered to local advertisers 
for sponsorship on a cooperative 
basis. Her WJZ broadcasts, backed 
by 16 advertisers, will continue in 
the 1 to 2 p.m., EST, period. Miss 
McBride’s transcribed program 
over WGN, Chicago, also will con- 
tinue. 


Gets ABC NetShow ~ ee “ 


e Heard regularly in this area for 
17 years, she brings the total num- 
ber of ABC cooperative radio fea- 
tures to 17. Best sellers currently 
are all news programs. The three 
leaders: Martin Argronsky, sold 
on 112 stations; Elmer Davis, sold 
on 76, and “Headline Edition,” sold 
on 71. 

American Broadcasting Co.'s list 
of television co-ops includes six 
programs, the most popular of 
which—with advertisers—is wres- 
tling from Chicago. These sessions 
are sold in 12 markets. 


Signs 5 Year Grid Contract 
Miller Brewing Co., Milwaukee, 
has signed a five-year contract 
with the New York Giants, profes- 
sional football team, for broadcast 
sponsorship of the team’s games. 
The brewer also will sponsor a 
weekly half-hour TV show, “The 
Giants Quarterback Club,” a film 
of the Giants’ previous Sunday 
games. Mathisson & Associates, 
Milwaukee, is the agency. | 


Four A’s Chapter Elects 


The Southern California Chap- 
ter of the American Assn. of Ad- 
vertising Agencies has elected 
Richard C. Francis, Campbell- 
Ewald Co., chairman. John A. 
Privett, Mogge-Privett, has been 
named vice-chairman, and Carl M. 
Heintz, Heintz & Co., secretary- 
treasurer. 


Kellogg Signs for TV Show 


Kellogg Co., Battle Creek, Mich., 
has signed to sponsor “Wild Bill 
Hickok,” a new series of films pro- 
duced especially for television, on 
KTLA, Los Angeles. Each half- 
hour show, based on the life of 
Wild Bill Hickok, is a complete 
episode. The show starts April 15. 


McKenzie Joins Klitten 

Kenneth McKenzie Jr. has joined 
the plans and copy staff of Martin 
R. Klitten Co., Los Angeles agency. 
He was formerly copy chief of 
Neale Advertising Associates, Los 
Angeles. 


the morning and to pressroom 
methods in the afternoon. Evening 
sessions on the same day will 
cover advertising production, with 
emphasis on effective use of run- 
of-paper color in advertising and 
engraving problems. 

Wednesday meetings will deal 
with stereotyping, mailroom meth- 
ods, and newsprint handling. 
Speakers at the technical sessions 
are still to be selected. 


Publisher Raises Rates 


Scholastic Magazines, New York, 
has raised its page rate from $2,725 
to $2,950 based on a new net paid 
circulation of 900,000, effective 
with the September issues. 


Benette Joins ‘What's New’ 


John C. Benette, formerly with 
the Chicago Journal of Commerce, 
has joined the Chicago sales staff 
of What's New in Home Econ- 
omics. 


like California without the 


BILLION 
DOLLAR 
VALLEY 
OF THE 
BEES 
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| ABC Sales Names Rastall 


Patrick Rastall, formerly in the 
sales service department of Amer- 
ican Broadcasting Co., Chicago, has 
been named an account executive 


in ABC's central division radio 
sales department. 
To Sponsor ‘Flash Gordon’ 


Gordon Bread Co., Los Angeles, 
has signed to sponsor a 30-minute 
serial drama, “Flash Gordon,” on 
KTLA, Los Angeles. Mayers Co., 
Los Angeles, is the agency. 


Are you angling for a whopping-big mar- 
ket? One with twice the buying power of 
Boston . . . twice the retail sales of Pirts- 
burgh?® If you are, then try your luck in 
the inland part of California—the Billion 
Dollar Valley of the Bees. 

One caution, though. Rich inland Cali- 
fornia is independent of coastal California. 
And you miss it if you use the wrong bait 
—Los Angeles or San Francisco papers. 
You need to use the strong local papers. 

They are the three McClatchy papers— 
The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. Each one reaches 9 
out of 10 families in its ABC city zone... 
half of all families in its ABC trading area. 
And together, they cover the whole Valley 
as does no other newspaper combination. 


*Sales Management's 1950 Copyrighted Survey 


McClatchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 
New York * Los Angeles * Detroit * Chicago * San Francisco 
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COMMERCIAL CAST—These are the singers, announcers, technicians, stage hands, 
electricians, writers, visualizers, directors, producers, agency executives and client 
ep tatives involved in the making of a single three-minute Kaiser-Frazer TV com- 
mercial for “Ellery Queen” (DuMont). Altogether they number 55. The commercial 
featured the presentation of a Fashion Academy Award to the Henry J automobile. 


3 a . In the quartet in the center are (left to right): Emil Alvin Hartman, Fashion Acade 
F T PERATE— f F - 1 . ton, t ' ; 9 ony 
FFER TO COOPERATE—Representatives of Advertising Federa Elon G. Borton, president and general manager of AFA; Robert director; Williom H. Weintraub, president of William H. Weintrovb & Co.. 


pn of America last week met with Civil Defense Administration P. Anderson, AFA v.p.; Frank E. Koehler, neral mo t, bev ns 

icials in Washington and agreed to urge the 99 AFA adclubs WROV, Roanoke, Va.; Graham Patterson, AFA y-ray for the program; a model, and Walter DeMartini, Koiser-Frazer v. p. 
help as much as possible in local civil defense work this publisher of Farm Journal and Pathfinder; Helen Corroll, AFA 

or. At the conference were James J. Wadsworth (seated), vice-president, and Joel F. Carlson, program manager, WTAR, 

puty administrator, Civil Defense Administration, and (I. to r.): Norfolk. 


POPAI SHOTS—Among notables ot the recent New York Harry Fenster, |. Fenster & Sons; and Harlan Lillard, General 
and symposi of Point of Purchase Advertising Foods Corp. At right: Ralph Heod, Batten, Barton, Durstine & 

Institute were (I. to r.): Ed Peterson, Forbes Litho. Mfg. Osborn; Herb Zipprodt, Zipprodt Inc.; Walter J. Ash, Consoli- 

Co.; John M. Palmer, Palmer Associates, chairman of POPAI; dated Litho. Cosp., and Murray Koff, Seagram Distillers Corp. 


hihiel 


FIGLEAF FIVE—Members of the cast of “Ribs of Eve’ pose in costume at the gridiron 
dinner held by the Women’s Advertising Club of St. Louis on March 27. From left 
cre Marie C. Addison, Streckfus Steamers Inc.; Jane F. Sevening, Wohl Shoe Co.; 
Edna Carroll, Gardner Advertising Co.; Dorothy DeDoyard, St. Louis Post-Dispatch; 
and Muriel Braeutigam, Brown Shoe Co. Co-authors of the show were Bea Adams, 
Gardner Advertising Co., and Clarissa Start Davidson, Post-Dispatch. 


CERTINA EA—Discussing plans for the new Certina EA watch that Elgin American ‘ 

division of Illinois Watch Case Co. will place on the market this summer are, left 

to right: Betty Strathern, public relations director of Elgin American; Allan B. Gell- MATERIALS DEMONSTRATED—Selling begins at home for The  Strong-Bilt full-wall panels. President W. Harrison Upson Jr. is 

mon, president of the pany, and Frank Brodsky, head of the Frank R. Brodsky Upson Co., Lockport, N. Y., whose remodeled offices were de- shown in his new office talking to Averill E. Calver, director of 
agency, Chicago, which handles Certina EA advertising. (Story on Page 20.) signed by Walter Dorwin Teague to demonstrate the use of Upson advertising and public relations. 
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pulling power 


Some attractions pull like a magnet and it’s no secret 
they pull the best where there are the most people 
to attract. FIRST 3 Markets Group’s nearly 7,000,000 
families is a big audience to attract. In 1,522 Cities 
and Towns that account for 41% of total U.S. Retail 
Sales FIRST 3 Markets Group delivers 49% average 
coverage. Your advertising pulls like a magnet when 
you use... 


the group with the Sunday Punch 


- MARKETS GROU jp o 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicege 


San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blod., MIChigan OS78& 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 
magazine sections 


11, Ill., Tribune Tower, SUperior 7-0043 
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Manzer Joins ‘Oregonian’ 
Harold V. Manzer, formerly 
business manager of the Gazette 
and Telegram, Worcester, Mass., 
has been appointed advertising di- 
rector of the Oregonian, Portland. 


Buescher to Prince-Gardner 

Adele Buescher, free-lance copy 
specialist, has been appointed ad- 
vertising manager of Prince-Gard- 
ner Co., St. Louis billfold manufac- 
turer. 


Signs Wrestling Show 

American Vitamin Associates, 
Hollywood, maker of Thyavals and 
Orvita drug products, has 
signed with Stations KLAC-TV 
and KTTV, Los Angeles, for a four 
hours weekly telecast of wrestling. 


Wethington Joins Rambeau 

James A. Wethington, formerly 
a salesman at WICC, Bridgeport, 
Conn., has joined the New York 
office of William G. Rambeau Co., 
radio station representative. 


Miss Shaaker Joins Fawcett 
Betty Shaaker, formerly pub- 
licity director of Seventeen, has 
been named to the sales promotion 
staff of Fawcett Publications, New 
York, and will handle editorial 
promotion for Today's Woman. 


Station KMOX Names Miller 
William F. Miller, in the sales 
department of Station KMOX, St 
Louis, has been named eastern 
sales representative for the station, 
with headquarters in New York. 


Motorola 


TELEVISION 


“lookie!”* 


Muller-Selby, Motorola dis- 
tributor in Omaha success- 
fully used beth car cards 
and Traveling Displays to 
cover the entire city, 

Transportation Advertising 
in Omaha is handled by: 


Loomis Advertising Co. 


Omaha National Bank Bldg. 
Omaha 2, Nebraska 


Mutual 
Transportation Advtg. [NATAI 
National Representatives 


Launches Anniversary Drive 

Air King Products Co., Brook- 
lyn, maker of radios, television sets 
and wire recorders, as part of its 
13th anniversary program has 
launched a large space newspaper 
campaign in 55 television markets. 
The drive will introduce the com- 
pany’s 13th anniversary television 
model, a new 17” receiver priced 
at $199.95. The copy, placed 
through Bennett, Walther & Men- 
adier, Boston, will stress price and 
value. 


Acquires ‘Robin Hood’ Series 

Stu Reynolds, Beverly Hills, Cal., 
radio and television packager, has 
acquired sales rights for the radio 
series “Adventures of Robin 
Hood,” starring Robert Clarke and 
Alan Reed. The series will be 
available for regional or national 
network sale. 


GF Appoints Otterbein 

F. J. Otterbein has been ap- 
pointed president of General 
Foods Ltd., Toronto. He succeeds 
R. T. Mohan, who has been made 
chairman of the board. Mr. Otter- 
bein was formerly executive vice- 
president and general manager. 


ee ly pa 


will have families . . 


normally averages 1.5 runts.. . 


news for Runts! 


gets the latest home freezers, electric appliances, 


This year 14,800,000 U. S. lady pigs 


. but alas, each litter 
a midget 


and furnishings. 


automatic ironers, television sets. . 


. attractively 


styled draperies and decors, smart home furniture 


pig population exceeding 20,000,000 with 
scroungy, stunted bodies, potbellies, big 
ears, curly hair...and usually conked 
over the head as uneconomic to raise. 

But now the antibiotics, aureomycin 
and terramycin, mixed with chow turn 
the runts into regulars . . . step up weight 
gains to 1.16 lbs per day from .46 Ibs on 
usual rations... save 65 lbs of feed per 
100 Ibs gain... cut one to two months 
off growing time...double the living rate 
... give pigs a healthy figure and premium 
pork chops! 


Farming is manufacturing... using biology 
and brains, laboratory findings and field tests, 
... Like all 


industrialists, the farmer solves the 


the latest research in many sciences 


problems of production, reducing 
rejects, cost cutting, and maximizing 
profit margins. 

The farm manutfacturer’s family 


is equally alert to the new... 


Alert advertisers after highest national sales 
follow current trends and tendencies, economic 
pointers —which point to the nation’s best farmers 
as the best class market in the U.S. today! 

Advertising in general media misses much of 
the best market, needs SuccessFUL FARMING for its 
intensive cultivation, deep penetration, great reader 
influence based on forty years of service. 

SuccessruL FARMING concentrates more than 
a million of its 1,200,000 circulation in the fifteen 
agricultural Heart states, with the, most productive 
lands,| best herds, largest investment in buildings, 
crops, and livestock, highest yields and incomes 

easily 50°, higher for the average subscriber 
than for the average U.S. farmer. You're not 
getting your maximum national quota if you 


overlook this choice market 


; ‘ 
and medium... = 
et 
MeReEDITH PUBLISHING 
. yy 
Company, Des Moines, pe 


New York, Chicago, 
Cleveland, Detroit, 
Atlanta, San Francisco, 


Los Angeles. 
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| The Federal Communications Commission 
Has Announced Plans for 


1807 NEW TV STATIONS 
~The Majority in the new 
tra-High Frequency Channels 


Teal and Zen) alone quacan‘ees that every TV 

Set it has ever built and sold to the public has builtin 

provision to receive these new stations without 
the use of any converter or adapter. 


TV DEFROSTED—Zenith Radio Corp. ran 
this full-page newspaper od in all TV 
morkets after the FCC took steps toward 
| lifting the TV freeze. Copy stresses that 
all Zenith sets are equipped to receive 
new stations. 
' 


Dailies’ Costs Rise 
‘More Than Revenue 


for 4th Year in Row 


New York, April 10—For the 
fourth year in a row, newspaper 
operating cosis have _ increased 
more than newspaper income, ac- 
cording to Editor & Publisher's an- 
nual cross-section study of costs 
aid revenues in four daily paper 
circulacion classes. 

Editor & Publisher shows all da- 
ta in terms of per-entages, and di- 
vides the dailies into four groups— 
10,000 to 25,000 circulation; 25,- 
000-50,000 circulation; from 50,- 
000 to 100,000, and more than 100,- 
000. In addition, the publication 
also has worked up a set of com- 
posite averages, which show the 
percentage increase in revenue and 
expenses: 


Composite 
Year Average 
Revenue Expence 
‘47 over ‘46 24.12% 28.09". 
‘43 over ‘47 15.06 20.04 
"49 over ‘48 7.87 9.34 
‘5. over “49 5.09 6.85 


Thus, if both revenue and ex- 
penses in 1946 are assigned an in- 
dex figure of 100, 1950 revenue 
reached an index figure of 162.7 
while expenses were 179.7 on the 
index. 


ge When this record of percentage 
increase is translated into dollars, 
the publication contends, the da- 
ta indicates that the vast majority 
of newspapers in the U. S. had a 
net profit in 1950 which was no 
larger—and in many cases smaller 
—than the net profit in 1946. 

The 1950 spread in percentage 
points between revenue and ex- 
penses was close for three of the 
four circulation groups. In the 25,- 
000 to 50,000 class, however, ex- 
penses were 7.19%, while revenues 
rose only 3.31%. E&P notes that 
“the same circumstance existed in 


1949 when expenses in this group ° 


were up 11.03% and revenues in- 
creased only 6.61% over 1948.” 

As in previous studies, data in- 
cludes percentage figures for local, 
national and classified advertis- 
ing revenue, and all types of pub- 
lishing expenses—both as to the 
per cent of the current total and 
the percentage of increase over the 
preceding year. 


To Make Bagasse Newsprint 

United Bagasse Cellulose Corp., 
Clewiston, Fla., has been organ- 
ized to manufacture newsprint, 
book and other papers from ba- 
gasse, a product of sugar cane. The 
proposed mill will have a capacity 
of 45,000 tons annually. J. de la 
Roza, who maintains an office in 
New York, is president, and the 
mill will use his patents for pro- 
ducing paper. 


Rich Joins Doniger 

Leonard Rich, formerly with S. 
Augstein & Co., has been appointed 
advertising director of David D. 
Doniger & Co., New York, manu- 
facturer of McGregor sportswear. 
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Hegarty Publishes | 
New Volume on ‘How 
to Write aSpeech’ — 


New York, April 10—“Anybody 
can deliver a speech. But few men 
can write a speech. That’s why 
you hear so many inept speeches,” 
Edward J. Hegarty asserts in the 
introduction to his new book, 
“How to Write a Speech.” 

Mr. Hegarty, who directs 
Westinghouse sales training activ- 
ities, has written his new volume 
specifically for the man who is 
called upon to deliver a speech; 
who may not know exactly how 
to go about it, and who doesn’t 
have time to plow through in- 
numerable erudite textbooks to 
find out the basic principles. 

His premise is that acceptable 
speeches contain interesting mate- 
rial prepared in an interesting 
manner. He does not bother with 
elocution, gestures or the usual 
accoutrements of the public speak- 
er—nor with the principles of ad- 
dressing audiences which are 
found in the usual texts on the 
subject of public speaking. 


e “The first thing to do about 
your speech is to write a synopsis,” 
he says. “Don’t start on what the 
speechmakers call ‘the first draft.’ 
Write yourself a note explaining 
what you are trying to do with 
this speech, and then put down on 
paper an outline of how you are 
going to do the job.” 

Mr. Hegarty continues, in terse, 
readable fashion, through the plan 
of presentation, methods for stim- 
ulating audience interest, writing 
the speech in units, introducing 
conversation, including local news, 
talking about people, dramatizing 
important points and checking the 
final script. 

The book is replete with form- 
ulas, examples, advice, suggestions 
and helpful information. It is pub- 
lished by McGraw-Hill Book Co. 
The price is $3.50. 


‘Making of Public 

. . ’ . 
Opinion’ Published 
by Emory Bogardus 

New York, April 10—In his new 
volume on “The Making of Public 
Opinion,” Emory S. Bogardus, a) 
member of the sociology faculty 
at the University of Southern Cali- 
fornia, reviews the forces which 
make public opinion and attempts 
to show how it is manipulated. 

In his discussion of the various 
communications media which play 
a part in the formulation of public 
opinion, Dr. Bogardus charges that 
both newspapers and radio sta- 
tions do not adequately assist in 
the development of an informed) 
body of public opinion. 

His indictment of mes: Theo | 


in brief, reads as follows: “Theo- 
retically, the newspaper is an or-! 
gan of the public’s actions and| 


opinions. . .Practically, most uone-| 


papers turn out to be advocates. | 
This role is justifiable, of course, | 
if it is announced, aboveboard and 
honest. | 
| 
s “Partisanship is dangerous when | 
it is sly, selfish and dishonest. A 
real problem comes out of the fact 
that the advocate does justice to) 
only one side of an issue, and from | 
the related fact that the average 
person reads but one newspaper | 
regularly. Thus the newspaper may | 
make rather than represent pub- | 
lic opinion and do a one-sided 
piece of publicity work.” 

As for radio, he writes: “The! 
influence of radio programs upon 
public taste, as a phase of public 
opinion, has been widely debated. . . 

“The assumption has been that in 
order to acquire large publics, a 
commercial sponsor must ‘jazz up’) 
his program. Only a few sponsors 
have indicated any serious interest | 


in actually raising public listening 
standards. . . 


s “Sponsors have an effective way | 
of reacting against radio programs | 
that they consider inimical to their | 
general interests. They will cease, 
for example, to buy time from a 
station which allows programs that 
may turn the public against them. 
Hence stations are very responsive 
to the opinion of sponsors.” 

Dr. Bogardus makes liberal use 
of footnotes in approved academic 
style but he does not document his 
charges with specific examples. 
The few pages which he devotes to 
advertising as a force in molding 
public opinion are written naively 
and superficially. One gathers Dr. 
Bogardus is convinced that adver- 
tisers affect public opinion pri- 
marily through the indirect exer- 
tion of “influence” upon commun- 
ications media. 

The volume is published by As- 


sociation Press, 291 Broadway, 
New York 7. The price is $4. 


‘Fair of Italy’ Unofficial 

The Italian Consulate General, 
New York, has announced that an 
organization called “Fiera d'Italia 
in New York” (“Fair of Italy”), 
which intends holding an exhibi- 
tion of Italian products at Grand 
Central Palace, New York, in May, 
is not sponsored by the Italian gov- 
ernment. “Fair of Italy” ads ap- 
peared in daily newspapers last 
month. 


Consolidates Offices 

Reader’s Digest International 
Editions Inc. has moved to new of- 
fices at 230 Park Ave., New York. 
Several departments of the Di- 
gest’s American edition also will 
move to the new address. These in- 
clude the art, research and book 
departments. Editorial headquar- 
ters for the Spanish edition will 
continue to be located at this ad- 
dress. 


| Kling Starts Drive in May 

Kling Factories, Mayville, N. Y., 
furniture manufacturer, will run 
full and half-page ads in May is- 
sues of American Home, Better 
Homes & Gardens, House Beauti- 
ful, House & Garden, Ladies’ Home 
Journal, Living for Young Home- 
makers and Woman's Day in sup- 
port of the company’s national 
presentation week, May 7 to 12 
The company is making available 
to dealers complete merchandising 
kits including mats for local ad- 
vertising, reprints of consumer 
ads, counter cards, window dis- 
play suggestions and other sales 
helps. 
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WBAB Ordered Off the Air 
WBAB, the Press-Union Pub- 
lishing Co.’s station in Atlantic 
City, was ordered off the air by 
FCC on March 29 because of fail- 
ure to make’ proper application for 
transfer of ownership to the Globe 
Publishing Co., Bethlehem, Pa., 
which recently purchased the prop- 
erties in Atlantic City, FCC ruled 
that requirements relating to the 
transfer of stock ownership from 
the old owners to the new had not 
been met and that operation of the 
station was therefore illegal and 
must be discontinued. The Globe 
Publishing Co. operated the day- 
time station WGPA in Bethlehem. 


YOU CAN SELL THE CHURCH MARKET 


50,203 Christian 


JANUARY NET PAID Li te 


-.. IF YOU TELL YOUR STORY 
TO THE RIGHT PEOPLE! 


87% of CHRISTIAN LIFE’S readers inflvence pur- 
Write for sample copy. chases: 8,519 ore posters, 10,256 church officers, 

4.714 Sundoy schoo! superintendents 337 Sun- 
434A South Wabash Ave., Chicago 5 doy schoo! teachers 


“ ve finished those 
= 3000 bulletins alrea 


YES, MR. BARR. 
1 ONLY NEED TO 


CUT ONE STENCIL 4 di 
FOR AS MANY AS & 


5000 COPIES ON 
HAMMERMILL 
MIMEO-BOND 


dy? 


’ 


That’s right! On Hammermill Mimeo-Bond you get as many as 5000 copies ; 


from a single stencil—and every one of them clear, clean, sharp, easy to read. 
On this specially processed mimeo paper you turn out bulletins, reports, price 
lists—any kind of mimeographed mailings — that invite reading and create sales. 

And Hammermill Mimeo-Bond comes in white and seven distinctive colors, 
enabling you to put your message on a “signal system” color readily 


identified as your own. 


Test Hammermill Mimeo-Bond. Send the coupon for 100-sheet 
test packet. With it we'll include the Hammermill idea-book, 


“Better Stencil Copies.” 


Sey 3 


Be 


LOOK FOR THE 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


MMERMI, 
MIMEO-BOND 


MAMMERMILL MIMEOGRAPH PAPER 


You can obtain business print- { 
ing on Hammermill papers e 

you see this shield 
on a print shop window. Let 
it be your essurance of quality 


10 


WATERMARK — IT IS 


100-SHEET TRIAL 
PACKET OF HAMMERMILL 
MIMEO-BOND. 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me — FREE — the 100-sheet packet of Hammermill 
Mimeo-Bond and a copy of “Better Stencil Copies.” 


(Please attach to. or write on, your business letterhead) 


AA-4-16 
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LAN, 


MORE POPULATION 


i 71,592 


LUB™%CK COUNTY, 100,549 


_ “UB, 
“MORE 41, = 
CIRCULATION “0 


Source: Publishers 


Network Gross Time Charges 
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Information Bureau 


RADIO 
ent Seats 
February February onths 
1951 1950 1951 1950 
American Broadcasting Co. $ 2,682,218 $ 3,167,607 $ 5,734,166 $ 6,705,370 
Columbia Broadcasting System 6,116,911 5,609,636 12,972,841 11,741,703 
Mutual Broadcasting System 1,426,705 1,401,403 969, 080, 
National Broadcasting Co 4,731,626 5,204,674 9,947,573 10,938,567 
Total $14,957,460 $15,383,320 $31,624,172 $32,465,931 
TELEVISION 
American Broadcasting Co. $ 1,254,851 $ 202,911 $ 2,583,570 $ 436,860 
Columbia Broadcasting System 2,600,339 570,708 5,201,504 1,211,530 
National Broadcasting Company 3,949,360 978,243 8,136,582 2,020,396 
Total $ 7,804,550 $ 1,751,862 $15,921,656 $ 3,668,786 


Names Smith Vice-President 
Walter H. Smith, who joined 
Kastor, Farrell, Chesley & Clif- 
ford, New York, in July, 1950, has 
been elected vice-president in 
charge of marketing and research 
of the agency. Prior to his associa- 
tion with the agency, Mr. Smith 
was with Curtis Publishing Co., 
Young & Rubicam and Columbia 
Broadcasting System. 


ew 


No fooling with liquid fue! 


—no fiddling with wicks 
—no fussing with reflinting 


DARKER FLAMINAIRE 


mabe OY THE PARKER PEN CO, U.S A 


hon 


it's the new Parker Flamingire— 
only butane gos lighter mode in 
Americo, under the original French 
potents—with the precision you @ 
expect from the mokers of the 
world’s finest pens. The onfy butone 
gos lighter proved by more than 
200,000 users the world over— 
who cheerfully poid up to $$.00 
more thon this newest, greatest 
of lighters now costs you. At smart 
deolers everywhere 

“The only pocket lighter, regardless of 
fuel sed, that gives 6 months of lights 
witheut refueling (even fer pock-e- 
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oronet proudly welcomes another new advertiser! 


Advertisers want a magazine with editorial impact, large circulation, a quality audience and the 
lowest possible cost. The Parker Pen Co. discovered that CORONET has all the answers —and 
beginning with the March issue, Parker started selling CORONET’s 2,658,539 better families. 


Florida Legislature 
Asked for Tax Boost 
for Citrus Promotion 


LAKELAND, Fia., April 10—The 
Florida Citrus Commission, meet- 
ing here last week, tecommended 
to the state legislature, now in ses- 
sion, that the advertising tax on 
grapefruit be increased from 3¢ to 
4¢ per box. At an earlier meeting 
the commission had voted to seek 
an increase from 2¢ per box to 3¢ 
on oranges. 


a If the legislature boosts the 
taxes, the commission will have 
from $900,000 to $1,000,000 addi- 
tional in its promotional funds 
each season, split roughly $650,000 
and $300,000 between oranges 
and grapefruit. The commission 
currently has something over $2,- 
000,000 annually to spend, with 
about $1,500,000 going into its ger 
eral advertising program. 

By acting promptly and favor- 
ably on the requested increase, the 
legislature could make taxes be- 
come effective this month and ap- 
ply to 15,000,000 or 20,000,000 
boxes of fruit to be utilized before 
the season closes around the end 
of June. 


ABC Changes TV Setup 
for Western Division 


Further reorganization of the 
ABC western division television 
sales department has been an- 
nounced by Frank Samuels, vice- 
president and general manager of 
the division, following the net- 
work’s recent separation of tele- 
vision from radio. In addition to 
continuing as general television 
sales manager of the division, Rob- 
ert Laws will also serve as sales 
manager of KECA-TV, Los Ange- 
les. Joining the department as 
supervisor of sales operations and 
assistant to Mr. Laws will be Tom 
| Sarnoff, who has been assistant 
| production manager of KECA-TV 
| for the past year. 

L. D. Larimer will be in charge 
of TV national spot sales, repre- 
senting the ABC-TV network and 
stations WJZ-TV, New York; 
WENR-TV, Chicago; WXYZ-TV, 
Detroit, and WMAL-TV, Washing- 
ton. Bill McDaniel, who has been 
assisting Mr. Laws as sales man- 
ager of KECA-TYV, will become an 
active, fulltime account executive 
for the station and a Los Angeles 
representative for KGO-TV, San 
Francisco. Also selling for KECA- 
TV and KGO-TV will be Marvin 
Briggs. Rudy Ridolph and Bob 
Hill. There will be no changes in 
the San Francisco TV sales depart- 
ment. 


Standard Sets Seattle Film 

| Standard Oil Co. of California, 
| San Francisco, has named Criter- 
|ion Films Inc., Seattle, to produce 
| a color film about Seattle’s attrac- 
|tions for tourists, industry and 
year-round residents. The movie 
will be available for distribution 
through civic organizations, clubs, 
television and theaters. John 
Smith, public relations represent- 
lative for Standard Oil in the 
Northwest, will handle production 
| details. 


| Omaha Set Sales Up 1,173 

| Television set sales in the Oma- 
ha area were 1,173 for the week 
| ending March 30, bringing the to- 
| tal in use to 73,930, according to 
|the Nebraska-Iowa Electrical 
Council. 
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WIVES LEARN—Martin Revson, vice-president in charge of sales for Revlon Products 
Corp., greets some of the ladies who attended a clinic designed to bring the wives 
of salesmen “closer to the responsibilities and problems of their husbands’ jobs.” 


It Looks Like the Days Are Numbered for 
‘Honey, 1 Have to Work a Little Late...’ 


New York, April 11—Men, it 
looks like the day is nearly over 
when you can use “overtime at the 
office” as an alibi with the little 
woman. As a matter of fact, the 
sun has already set on that day for 
salesmen and sales executives with 
Revlon Products Corp. 

Revlon has launched a series of 
wives’ clinics to bring the ladies 
“closer to the responsibilities and 
problems of their husbands’ jobs.” 
The first of these clinics was held 
here last week, with a group of 
wives from New York and Phila- 
delphia bending attentive ears. 

A press release said the clinic 
would give the gals “a complete 
picture of the products their hus- 
bands sell and the proper use of 
them, the requirements and re- 
sponsibilities of the husbands’ 
jobs, and the various home in- 
fluences which contribute to the 
husbands’ success in their occupa- 
tions.” 


e Fine. But the release contained 
this ominous sentence: “Because 
of the nature of the classes and 
forum, and to give the women 
greater freedom of expression, the 
clinic will be a closed one.” Looks 
bad, men. 

Now comes the blockbuster. The 
boss—that’s Martin Revson, vice- 
president in charge of sales—re- 
portedly told clinic-goers that 
Revlon feels “it would be well for 
each wife to accompany her hus- 
band on one of his trips—see the 
things he has to do, the problems 
he has to meet.” Wow! 

The clinic for wives, first in a 
series to be held in various cities, 
was born as a result of a survey of 
Revlon salesmen and sales execs. 

The survey was made on the 
premise that “when you hire a 
salesman, vou hire his family.” 


es Mr Revson said that in talking 
to salesmen “we asked them what 
they believed the company could 
do that would most help them. We 
found their answer was that we 
could help their wives to under- 
stand what the men are doing and 
why they get home late in the 
evenings.” You see who's to blame? 

A wife who understands her 
husband's problems, said Mr. Rev- 
son, won't as likely be upset 
by them. 


Wonder Bakeries Opens 
New Contests in Ontario 
Wonder Bakeries Ltd., through 
McKim Advertising, Toronto, has 
launched three monthly contests 
in southwestern Ontario, with cash 
prizes totaling $3,000. Contestants 
must write the last line of a limer- 
ick and mail the entry with a 
wrapper from any Wonder Baker- 
ies product. Sixteen prizes 
amounting to $1,000 will be 
awarded to the best entries in each 
of the three monthly contests. 
Daily and weekly newspapers, sup- 
plemented by radio spots, are used 
to promote the contest. 


Biederman Furniture Co., St. 
Louis, to launch a $1,000,000 mer- 
chandising and sales campaign, 
used a 28-page color gravure spe- 
cial section of the Sunday, April 1, 
edition of the St. Louis Globe- 
Democrat. As a result of the drive, 
the company’s sales were reported- 
ly up 33% over any previous shop- 
ping day. 


BotA Appoints Lawrence 


Kenneth V. W. Lawrence, for-| 


merly with the advertising depart- 


|} ment of Tide Water Associated Oil 
| Co., has joined the promotion staff | 
| of the Bureau of Advertising, New | 


| York. 


2 Name Tannhaeuser Agency | 

Wm. G. Tannhaeuser Co., Mil-)| 
| waukee, has been named to handle | 
jthe advertising and public rela- 
tions of Thiele Tanning Co. and| 


Vetter Co., both in Milwaukee. 
\Bush Names Cecil Boling 


| Cecil Boling has been named | 
| vice-president and general man-| 
jager of Bush Mfg. Co., Hartford, 


|Conn., machinery and equipment. 


Biederman Uses Special Ads Promotes Raymond Hamill the company in Denver. Mr. 


Raymond D. Hamill has been Hamill succeeds Theodore H. Tom- 
named manager of sales promotion linson, who has been appointed 
of Bankers Life Co. of Des Moines. superintendent in charge of agen- 
He had been agency manager for cies in nine western states. 


"Best Advertising Investment 
— [ve ever made!” 


“No matter where my sales- 
men go, they find DIESEL 
PROGRESS there ahead of 
them, preparing the way, 

- building up interest and de- 
/ sire. No magazine | buy has such complete 
coverage or such universal acceptance in the 
industry as does DIESEL PROGRESS.” 

: 


Write today for DIESEL PROGRESS Market 
and Media File. 
Rex W. Wadmon, Editor and Publisher 


A Office 
s Angeles 46, Catif 2 West 45th St York 19 NY 


“ABC City Zone based upon 1950 
Census. 


youve cot T0/ ACT BIG| t| SELL BIG | 


You can’t wrench greater sales results from Not only has Baltimore's family popula- 


Baltimore today with the same 


you applied ten years ago. Baltimore's a also shown the greatest increase in net 


lot bigger now—a lot richer, 


achieve your enlarged sales potential in _ major cities in the U.S. With the News- 
the country’s sixth city, you've got to use — Post you get the greatest coverage of any 
the strongest means at your disposal. _ single daily newspaper (58.5%). You 
Baltimore's biggest evening circulation, reach 196,795 City Zone families* at a 


the Baltimore News-Post. 


IN BIGGER BALTIMORE 


leverage _ tion increased 28% since 1940 — but it has 


too. To effective family buying income of all 


single cost (total net paid, 226,467). 
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‘for excellence of newspaper content 
in special fields” 


The “Vesta” Award of the American Meat Institute 
“for the best food pages published in 1950 in any daily 
newspaper in cities of 500,000 or more.” (Presented to 
The Milwaukee Journal in New York, Oct. 12, 1950) 


Distinguished Service Award of the American Dairy 
Association “for outstanding and colorful presenta- 
tion of food news.” (Presented to The Journal in 
Chicago, March 19, 1951) 


: 
pak Ro 
ALIKE 


\w 
NAV for Eee f Ba? 


Annual Dorothy Dawe Award of the American Fur- 
niture Mart Association “for the most distinguished 
news and feature presentation in the home furnish- 
ings field appearing in any newspaper.” (Presented 
to The Journal at Chicago, Jan. 8, 1951) 


Publishers’ Ad Club Book Reviewers’ Award “for the 
best criticism and news of books among all newspa- 
pers of 200,000 to 500,000 circulation.” (Presented to 
The Milwaukee Journal in New York, March 7, 1951) 


These awards for editorial excellence explain in part a still bigger prize received by The Journal 


in 1950.— the “All-Advertiser” Award of the largest volume of advertising ever published by 


any newspaper in any yar. THE MILWAUKEE JOURNAL 
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The Creative Man Likes Service 


How to Handle Employe Reports 


Florida Juices Due for a Push 


Comment on Kelvinator Commercials 


Smaller Agencies Contident They Can Meet Problems 
of TV and Greater Complexity of Advertising 


Ideas Recognize No Size 
By Joun EcKELs 
Perry-Brown Inc., Cincinnati. 

An agency has only two things to sell; 
one is time and the other is ideas. There 
are only 24 hours in anybody’s day and 
a good idea doesn’t give a damn who 
gets it. Therefore, I can’t see why tele- 
vision should harm the small agency. 

Today, I work for an agency you could 
lose in a corner of the one I was with 
three years ago. But so far as television 
goes, I don’t see much difference. 

Right now, we’re in the process of buy- 
ing some animated films for a client. We 
went to the same studio that handles work 
for my old employers. The studio didn’t 
sneer at us. Why should they? Our buck 
is worth just as much as the next guy’s. 

Even the largest agencies don’t set 
their own type, make their own plates 
or, for the most part, do their own fin- 
ished art. And with a booming trade in 
package shows, they needn't be their 
own producers. And small agencies 
needn't, either. 

Let’s detour away from that wailing 
wall. The small outfit that can produce 
ideas and contribute time has no cause 
for concern. Those that can't have no 
right to stay in the business. 


Know-How and Hard Work Solve 
the Problem; Bring Compensations 
By W. H. Watt 
W. H. Watt Advertising Agency, Upper 
Darby, Pa. 

What kind of “small agency” do you 
have in mind? Radio hasn't posed any 
problem to us locally—the station boys 
have been helpful, the newspaper folks 
the reverse. 

As to television, I've had to advise 
several local clients against it ‘cause they 
hadn’t enough money to do the right 
kind of job on TV. 

Several years ago it was necessary to 
personally lead a client or two by the 
hand through the mazes of television pro- 
duction, costs, availabilities. I found the 
top TV people of Philadelphia very help- 
ful at a time when they were gasping for 
new business. 

Fortunately, I told these clients that 
unless they were prepared to spend more 
and more money, their station breaks, 
their 20-second and 60-second spots 
would eventually be preempted by net- 
work spots. 


se Sure, I took the negative approach. I 
knew they couldn't afford it! Several quit 
us and tried it. Wonderful results. . .really 
wonderful! But next time the TV folks 
put through a very justifiable increase in 
rates they were “off.” I don’t believe that 
is good business—for the advertiser or 
the TV station. 

After three and one-half years we're 
still a damned sight smaller than I 
imagined we would be by now. But our 
bills are paid...we’re in an air condi- 
tioned office. ..we’re one of the very few 


In the March 26 issue, Advertising Age raised the question of 
the survival of the smaller advertising agency. in view of the 
increasing complexity of the advertising business and the de- 
velopment of new and technically complex advertising media, 
such as television. A number of smaller agencies “answered” the 
editorial, and their comments are so interesting that they are pre- 


sented here. 


agencies in USA with a nice lawn out 
front where we can sit and contemplate 
our unfortunate position. 

Once in a while we're able to take a 
vacation without resort to due-bills. A 
series of letters to 50 prospective clients 
brought in three small accounts in the 
last 30 days. 

When we have a client who can afford 
TV, we'll be familiar with the technique 
and we'll know where to buy talent— 
thanks to constant reading of AA and 
other excellent publications serving the 
agency field. 

Sorry to admit I personally work 12 
hours daily for six days a week—but I 
did it when I was in the newspaper busi- 
ness, so I have no qualms. 

TV or no TV....Radio or no Radio... 
Recognition or no recognition. ...know- 
how and hard work still count (ask Uncle 
Sam on March 15!). 


Effective Cooperation Will Save 
the Day for Smaller Agencies 
By M. B. PEARLMAN 
President, M. B. Pearlman Co., New York; 
Executive Secretary, League of Advertis- 
ing Agencies. 

What of the small agency?...That’s a 
problem I’ve been considering most of 
my 20 years in advertising. But only re- 
cently did I discover that there is a solu- 
tion to some of the trials and tribulations 
of a small agency, and that is a well knit 
and effective trade association. And put- 
ting the thought to action has resulted in 
the organization of the League of Adver- 
tising Agencies, which I hope will do a 
great deal to foster better management 
and more profitable business for the small 
agency. 

My own experience has shown that the 
small agency is plagued more with inef- 
ficiency in its operation than with any 
other single factor of its business opera- 
tion. Some years ago, when I started my 
own agency, I got in touch with Mr. Lynn 
Ellis of Westport, Conn., and his first 
reaction to my request was that before 
doing anything else—yes even before I 
got any business—I should put my house 
in order, so that I could more efficiently 
handle the accounts which came in. 

It seems to me now that this is one of 
the most fundamental steps in organizing 
and operating a small agency. Yet, I know 


that most of my friends in the agency bus- 
iness consider getting accounts the most 
important function—in many cases try- 
ing for them even before they have actu- 
ally set up an organization. The League 
of Advertising Agencies, I hope, will be 
able to do something to acquaint present 
and future agency owners with the neces- 
sary tools for operating an efficient in- 
ternal business. To this end we plan to 
bring in people in every field of agency 
operation and set up systems which in- 
dividual agencies can adapt to their own 
particular problems. 


es Beyond the internal management there 
are, of course, other phases of agency 
operation which the small agency owner 
would do well to consider if he is to re- 
main in business and operate on a profit- 
able basis. The League of Advertising 
Agencies plans to set up information on 
sources of supply—it will suggest stand- 
ards of practice in dealing with clients— 
it will have a bureau devoted to person- 
nel information—it will keep files on 
credit information— it will set up a guest 
speaker bureau so that members can 
talk before trade and industry associations 
as representatives of the League—it will 
plan a publicity program designed to ac- 
quaint advertisers with the virtues of 
small agency operation—it will issue a 
monthly news letter to keep the members 
up to date on current agency operation 
and business information. 


@ To my mind these are some of the few 
things that can be done to help the small 
agencies survive—and not only survive, 
but to develop into big agency operation. 
The agency business is still in its infant 
stage. There is room for hundreds of addi- 
tional agencies in this country, but good 
advertising has to be sold to advertisers. 
These and other agencies will survive only 
if we have good internal management and 
effective external selling. And then 
neither television nor any other medium 
which comes along to challenge the small 
agency will have any effect upon the 
agency's survival. 

There is definitely a place in the sun 
for the small agency, but it demands co- 
operation among ourselves and an effec- 
tive educational program in order to ac- 
complish this aim. I hope that the League 


of Advertising Agencies will be the 
answer to this problem. 


A Matter of Mental Outlook 
By Dan RusBIn 


Director of Television, Jack Danowitz 
Advertising Inc., New York. 

Television may be making life tougher 
for the small advertising agency ... but a 
good agency should be able to overcome 
such a difficulty. 

Actually, an advertising agency is 
organization that is supposed to be 
schooled in the ways and means of - 
chandising and presenting its cli 
products. Of course, the agency is 
educated in production, art work, 
research ...but at the same time... 
haven't they kept up-to-date and 
educated in TV? 

I happen to be associated with a s 
agency (small only in size—not in 
ative and imaginative ability). And 
position is that of director of televis 
However, I can think back to the 
when I was just a copy cub (with anot 
agency) who was always pestering 
superiors about a new medium called 
Some of my superiors laughed at m 
others encouraged me to study it 
studied ... attended a school and lear 
all the theory I could about TV prese 
tion...then began to adapt my 
knowledge to accounts. 

It sounds simple ...and IT 1s sim 
There is nothing to prevent an ag 
man from studying TV presentation 
theory. If there isn’t a school in your area, 
try the local TV station. You'll find that 
most TV stations are glad to see an agen- 
cy man show interest in their operations 
... because such an interest ultimately 
means business for them. 


s Now...let’s go a step further. You 
know something about TV ...and one of 
your clients is interested in having a com- 
mercial made on film. All you have to do 
now is contact a reputable film company 
... explain the problem (not forgetting the 
budget, too)...and see what develops. 
You'll get many ideas...’specially when 
a number of film companies are contacted. 
OR—if you feel you have learned about 
film commercials...you may do as the 
Danowitz Agency did... hire camera men, 
talent, prepare scripts, props...and pro- 
duce your own TV films. If you're good 
..- you'll find out that you'll save your 
client a lot of money...and yourself, 
too 

What advice do I have for the small 
agency”? Here it is... 
1. Assign a member of your organization 

to study TV. 
2. Read informative magazines and news- 

papers dealing with the specific field. 
3. In need of statistics—call the time reps 
in.. they'll give you a series of statis- 
tics...which will need your fine hand 
at research to arrive at the correct 
answer 
. If you are a member of a small agency 
association. . .get the organization to hire 
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an individual (or individuals) who is 
well schooled in TV (live and film) 
production...and let this individual 
create and supervise a TV department 
that can be used by all members of the 
association. 
No...the small agency isn’t doomed— 
IT JUST NEEDS TO BE AWAKENED TO THE 
WAYS AND MEANS AT HAND FOR TV KNOWL- 


“EDGE! 


Calls Association the Answer 
By Jesse M. Joserx 
Joseph Advertising Agency, Cincinnati. 

I have been a member of the Affiliated 
Advertising Agencies Network for quite 
a number of years and while most of them 
are not really small, yet we are for the 
most part considered so when compared, 
or contrasted, with the very large agen- 
cies; yet by and large in the 40 markets 
in which we are represented, each of the 
agencies is growing. This, so far as I am 
concerned, answers both the questions 
“Can voluntary chains or associations of 
smaller agencies meet the challenge” and 
“Are small agencies réally doomed?” 

We have regional conferences as well as 
annual meetings. 

In the aggregate, of course, we place a 

great deal of business, and in view of the 
fact. that the organization is so closely 
knit we use one another for information, 
research and other activities. 
I have been a member of the Adver- 
sing Federation of America‘since 1909 
d a member of the Cincinnati Adver- 
sers Club since 1908, but no organization 
advertising agencies with which I have 
d contact is as efficient or as.person- 
ized as the AAAN. 


ail Agency in No Peril: Can Do 
Anything a Big Agency Can Do 
By KENNETH C. RING 
sistant to the President, William Hart 
Adler Inc., Chicago. 
Your editorial does an injustice to the 
all advertising agency in suggesting 
t there is a problem of survival created 
the burgeoning medium of television. 
u also refer to a similar. problem that, 
your opinion, was created with the ad- 
nt of radio a quarter of a century ago. 
I believe that other executives in small 
vertising agencies will agree with me 
en I state that such problems are high- 
overemphasized. 
Simply because agencies with multi- 
m@iion dollar billing see fit to add ex- 
pensive overhead in the form of “special- 
ists” to deal with either radio or televi- 
sion, is no reason why such a practice is 
either necessary or even desirable. 

Any advertising man with the qualifi- 
cations to fill an executive position in 
an agency is continually facing the chal- 
lenge, not only of new media, but of new 
techniques developed within the structure 
of the more familiar vehicles for reaching 
public consciousness. 


es He is continually evaluating all such 
techniques and media in terms of better, 
more effective ways of turning advertis- 
ing dollars into sales and profits for his 
clients. This does not mean that he has 
to be an expert layout man, a gifted copy- 
writer, a radio producer or a brother of 
that highly mysterious, glamorized and 
overemphasized fraternity of egocentrics 
banded together under the name of “Show 
Business.” 

The competent advertising executive, 
operating either as head of a small agency 
or filling an important position in a medi- 
um-size agency, long ago learned how to 
utilize each advertising medium to the 
best interests of his clients. Quite fre- 
quently he is in an even better position 
than his colleague in the “large” agency 
to provide his clients with effective top- 
notch radio or television production, be- 
cause he is not under the necessity of 
limiting his recommendations to the ma- 
terial supplied by expensive “specialists” 
on his payroll. Rather, he is able to scan 


the field and select, for his specific pur- 
poses, individuals and material most aptly 
suited to his clients’ objectives and budget 
in the same way that a good art director 
will buy from any one of hundreds of 
competent studios a specific type of art 
work produced by a master of a particular 
type or skill. 


a In my own personal experience cover- 
ing the past 30 years in the agency busi- 
ness, I have known very few agencies 
which felt impelled either to go out of bus- 
iness or to merge because they were un- 
able to compete against agencies with 
“specialized” talent on their payrolls. Un- 
doubtedly, any such mergers or liquida- 
tions were caused by other factors. In 
fact, many advertisers have found that 
small agencies, able to buy talent from 
the free lance market, can provide much 
more effective, economical and varied 
services than larger agencies which must 
promote the material provided by the 
“specialists” on their payrolls. 

Perhaps that is one reason why so many 
advertisers in highly competitive fields 
of endeavor, under the necessity of main- 
taining large volume sales, have turned 
to the smaller agency—which, they feel, 
can provide a wider range of ideas and 
material by drawing on the open market 
under the close supervision of the agency 
principals. 

In this one writer’s opinion there is no 
peril to the small agency arising from the 
expanding interest in television. 


Just Another Challenge Which the 
Good Smaller Agency Will Meet 
By Henry J. KAUFMAN 
Henry J. Kaufman & Associates, Washing- 
ton. 

Your editorial query raises some inter- 
esting questions. Not the least to be con- 
sidered is the definition of a “small agen- 
cy.” (You define it!) 

Years ago the so-called “one-man agen- 
cy,” consisting of the owner, his gal 
Friday, and a couple of combination pro- 
duction-creative assistants, passed out of 
the major-market picture. And radio was 
not an important factor in hastening its 
doom. 

Did anyone ever point to the greater use 
of art in advertising as a threat to small 
agencies? Art studios have provided top 
talent to all agencies. The largest have 
never made any pretext of providing 
every art technique through their own 
stables. Small agencies are not the only 
buyers of packaged shows for radio, 
either. Many specialists in the fields of 
marketing, management, art, radio and 
TV, etc., offer strong support to large and 
small agencies. Agency chains or “net- 
works” always have a few members cap- 
able of supplying talents their confreres 
may lack. The “family doctor” or general 
practitioner is still important, even though 
some complicated cases require the serv- 
ices of a specialist. 


e It may not be difficult to prove that 
radio provided a real hypodermic to small 
agencies....gave them a much needed 
blood transfusion. In hundreds of cases 
radio hastened, instead of hindered, the 
growth of small agencies. Some were 
more alert than their older, bigger 
brothers to the possibilities of radio ad- 
vertising. TV may reflect the same pat- 
tern. 

The growth of advertising’s importance 
in the minds of business managers has 
caused sharper investigation of agency 
media buying, market research, creative 
talent for a wider or narrowly specialized 
range of media, etc. And many small and 
medium agencies have been the benefici- 
aries of such scrutiny. Not a few national! 
advertisers prefer to be big frogs in little 
puddles. Twenty to 50-man outfits with 
key personnel of recognized abilities have 
attracted some large advertisers who feel 
their problems may be neglected... .or 
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lhe Creative Uans Corner 


After fighting it out on the basis of weather, safety, cost, convenience and 
a number of other factors, it is quite interesting to see the railroads—through 
the Santa Fe—and the airlines—represented by BOAC—set about wooing 
the traveling public in terms of luxury. It’s a pity this didn’t happen some 
time ago because advertising, in its way, brings about many changes for the 
better in the products it plugs, and it is quite possible that by this time we 
might have both special trains and special planes boasting elegant salons, 
concert halls and maybe even bowling alleys. 

Maybe it’s an indication of easy money—or a populace gone luxury mad 
because of the imminence of atomic extinction. Eat, drink and be merry in 


r 
Be pampered every mile of the way! 


~ 


For those who demand the best... 


== wBOAL>* 
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you're spending quarters. 


livered. 


a private dining room, because tomorrow there may be nothing left of you 
to feed. Or shoot the works, boys—you're not spending dollars any longer; 


Whatever the cause, it’s high time the carriers were giving some attention 
to the fact that travel means a lot more to the average individual then merely 
getting from one place to another for a specified sum. What he gets for that 
sum, en route, has a great deal to do with his decision on the conveyance he 
chooses to get there. It’s interesting to read in the BOAC ad that “three stew- 
ards and a stewardess attend your every want.” The railroads especially could 
do themselves a good turn by insisting that their conductors and dining car 
waiters have previous experience on a luxury liner in transatlantic service. 
Too many railroad employes give the impression that they graduated to pas- 
senger service from the handling of freight. 

The automobile—in terms of economy and convenience—may have taken 
an enormous amount of patronage from other forms of travel. But in an auto- 
mobile one still suffers the vexing human nastiness of motorcycle cops who 
hide behind billboards, other drivers who lean out of open windows and 
shout imprecations and wives who never hesitate to tell one he would not be 
ten miles up the wrong road if he would only slow down to read road signs. 

Following the current emphasis on luxury, the carriers might try a cam- 
paign on courtesy—and be sure that what they promise is impeccably de- 


attended by second-line talent in the 


multi-million dollar agencies. 


e Agency mergers, so prevalent today, 
are not new answers to a new problem. 
They've been a part of all business his- 
tory. Mergers have been inspired by 
financial distress, talent shortage, branch- 
office demands, long-range plans for re- 
tirement, and other reasons. 

TV isn’t an ogre. It’s just another chal- 
lenge to all agencies serving consumer 
accounts on a local, regional or national 
scale. Many agencies have taken TV in 
stride and are growing with it. It will 
undoubtedly give birth to another “litter” 
of specialists....men and women with 
talents peculiarly suited to TV's demands. 
But it won't kill the existing need for di- 
rect mail, business paper, class media, 
outdoor and other forms of advertising 
which have been, and will continue to 
be, produced by small, medium and large 
agencies which specialize in one, or de- 
pend on all, for their bread and butter. 

I don’t wish to over-simplify the ques- 
tions TV imposes upon the agency picture 
....but there’s no need to let TV create 
a tempest in a teapot. 


Experience Counts 
By Henry Ko.tys 
President, The Henry Koltys Co., Detroit. 

To begin with, we think it is incorrect 
to use the term “expert” or “expert facili- 
ties” when referring to an agency depart- 
ment or group just because it is concerned 
with only one phase of agency work. De- 
partmentalization is a measure of agen- 
cy size, and as such, does not indicate in 
any way the degree of its proficiency in a 
particular medium or service. An agency’s 
ability to do a good job in TV or some 
other field cannot be judged by its struc- 
ture, but by the proficiency of the person 
or group of persons who produce, direct 
or are responsible for the creative phase 
of that agency's operation. In the case of 
the small agency, that person would very 
likely be one of the principals, or the own- 
er himself. 

But before we go on and compare the 
qualifications of this key man in the small 
agency with the qualifications of his 
counterpart in a big agency, let us pursue 
a little further the subject of agency serv- 
ice by departments vs. service by a ver- 
satile individual or group. 

Since the quality of creative work pro- 
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MORE SOUTHER 
RAL FAMILIES READ 
FARM & RANCH 
- SOUTHERN AGRICULT 
THAN ANY 
OTHER MAGAZINE and 
More readers mean more buyers 


| CIRCULATION GUARANTEE 
Southern Farm and Ranch Families Have L 290, 000 


$10,000,000,000 More Ready Cash for You Advertising in Farm & Ranch- 
Today Than in 1940... . . 
qThe grest Now South sucket offers on wo- Southern Agriculturist . 
| paralleled opportunity to the drug trade— e Reaches more Southern families than any general 
| for the farm and ranch families of this vast, magazine 
rich territory, with $10,000,000,000 more phy : 
| spendable cash than in 1940—buy what they e More Southern homemakers than any women's 
} need when they need it. To reach them, magazine. . 
i Farm & Ranch-Southern Agriculturist of- e More Southern farms and ranches than any other 


fers drug advertisers more circulation—more 
reader confidence—more sales influence than 
any other magazine in the South! 


farm magazine. 


Circulation leadership...plus circulation quality... 
plus editorial influence...adds up to the BEST AD- 
VERTISING RESULTS! Write, wire or phone for the 
number of Farm & Ranch-Southern Agriculturist sub- 
scribers in any Southern or Southwestern county. Com- 
pare these figures with those of the second farm pub- 
lication—and you'll be convinced! 


New York 17 
22. 42nd St. 


N- 
UTHERN SI 


Telephone: 42-5511 
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duced by most big agencies is also con- 
trolled by one person, it would appear that 
in this respect, neither type of agency has 
an advantage over the other. Yet, when 
it comes to the production or execution 
of such creative planning, we feel that the 
big, highly departmentalized agency is 
sometimes at a disadvantage. 

Let us consider, as an example, the 
agency that maintains a large TV produc- 
tion department. While an agency so 
equipped must always use the facilities it 
has available whether suitable or not, the 
small agency may pick and choose from 
any number of outside sources until it 
finds exactly the right combination of tal- 
ent and technical skill for the job at hand. 
Therefore, with regard to TV production 
at least, who is in a better position to 
speak of specialized or expert service? The 
agency that treats TV as routinely as it 
does copy, media, research and art—or the 
small agency whose flexibility permits it 
to buy from any source that appears to be 
best suited for the job? 

And now, since it has been established 
that the production of TV shows, films, 
commercials need not present a problem 
to the small agency, what of the creative 
work that should be done on the inside, 
since it is strictly an agency function? Can 
the small agency owner or his creative 
staff, with little or no TV planning or 
writing experience, do as good a job as 
the creative man in a big agency TV de- 

artment? 

Before answering that, let us remember 
hat we are speaking of the successful 
mall agency man, the individual who is 
ualified by ability, by training, by tem- 
perament, by background and by expe- 


G. D. Crain Jr. Says... 


A visitor to Florida, riding through the 
reat citrus production areas and read- 
1g the local newspapers, is constantly 
ware of a striking phenomenon—the 
uge expansion of the industry and its 
apidly mounting output. 

More than 1,000,000 new trees are be- 
g added to the active production each 
ear, and more acreage is steadily going 
to the cultivation of this golden crop, 
hich creates wealth for Florida rivaling 
even the golden flood of tourist dollars 
which represent the greatest single econ- 
omic factor in the sunshine state. 

I had an interesting conversation with 
Dawson Newton, the able young advertis- 
ing manager of the Florida Citrus Com- 
mission, in his office at Lakeland recent- 
ly, and learned that while the commission 
and the industry are well aware of the 
marketing problems represented by the 
constant increase in the output of oranges 
and other citrus products, they are con- 
fident that continuation of the program of 
research, advertising and merchandising 
now under way will continue to move the 
expanded output of fresh fruit and con- 
centrates. 


s “The development of a successful con- 
centrate,” Mr. Newton pointed out, “has 
given the industry a new leverage on its 
markets. Concentrates are good, and they 
are popular. People like them, and the 
convenience of serving fruit juice in this 
form has a wide appeal. Citrus concen- 
trate is the leader in the frozen food field, 
and is proving a spearhead for the promo- 
tion of increased sales of all frozen food 
products.” 

Just to show the spectacular rise of 
consumption of concentrates, Mr, New- 
ton showed me some figures which re- 
flect the skyrocketing rise of this phase 
of the business. In the season of 1945- 
1946, when the present successful method 
of concentrating citrus juice was devel- 
oped, 200,000 gallons of concentrate were 


rience to operate his own shop. The man 
who has no right to be in the agency busi- 
ness does not enter into this discussion. 
We are speaking now of the man or wom- 
an who, so far, has been able to meet ev- 
ery challenge to his ability as an adver- 
tising man and a business man, a person 
who has been able to master, and suc- 
cessfully use, every new advertising tech- 
nique that has come his way. 

But, some may ask, can such an indi- 
vidual master an advertising technique as 
complex and as different as TV? Here is 
a medium that requires an altogether dif- 
ferent approach, many different skills. 

The answer is yes, if he is properly 
qualified to operate a small agency. Being 
qualified, he will have handled, at one 
time or another, many different jobs. And 
since new things are never really new, 
merely a development of some idea or 
principle that has been advanced before, 
he will most likely have performed certain 
duties related to TV that will now serve 
him in good stead. My own experience as 
an agency art director, plus the time I 
spent in the creative department of a 
slide film and motion picture company, is 
an example of the kind of helpful expe- 
rience any well-rounded small agency 
man is apt to possess, and have to draw 
upon when the need arises. 

And when you add to this experience 
in related subjects all of the experience 
and skills which the small agency man has 
acquired during his many years of work 
in other media, under a wide range of 
conditions, you can be pretty sure that he 
will be able to do a better than average 
job in TV, or any other new medium that 
comes along. 


+  HowMuch More Juice Can You Drink? 


processed. In 1950 the total rose to an 
amazing 23,000,000 gallons, and this year 
there will be a still further increase. Cur- 
rent processing accounts for more than a 
million boxes of fruit a week. 


es The Florida Citrus Commission not 
only spends $100,000 a year in product 
research, but likewise invests heavily in 
marketing research, using both Nielsen 
and Industrial Surveys reports. It there- 
fore knows that it has attained practically 
universal distribution of frozen concen- 
trates, with 95% of all stores having fro- 
zen food lockers stocking the product. 
“Our problem,” said Mr. Newton, “is 
to get consumers to drink more juice. 
This we hope to accomplish by advertis- 
ing and promotional work. We are pro- 
moting the ‘big full glass’ theme, urging 
the consumer to enjoy a big full glass 
every day. If we could get everyone to 
drink two ounces of juice a day instead 


of the average ounce and a half they now’ 


drink, we would have to increase the size 
of the crop by 40%!” 

Another’ possibility for increasing 
orange juice consumption is the carbon- 
ated beverage industry. Industry men 
are talking about the development of a 
carbonated drink based on the real citrus 
product rather than synthetic flavoring 
materials. If the beverage industry took 
hold of this idea, it could represent a 
mighty increase on consumption, for the 
carbonated drink business is still a titan 
compared with the relatively pigmy vol- 
ume of citrus juice consumption. 


s “We see the expansion of demand for 
citrus juices as exactly comparable to 
the promotion of a product like Coca- 
Cola, the use of which has become a na- 
tional habit,” Mr. Newton said. “If 
through the millions of dollars spent in 
advertising and promotion by the entire 
citrus industry each year, we can make 
drinking orange juice an all-day habit, 


we shall have no trouble marketing all of 
the fresh fruits and concentrates we are 
able to turn out.” 

Fresh oranges and other Florida citrus 
products continue to outsell concentrates, 
but the latter are rapidly catching up. In 
a recent month consumers bought the 
equivalent of 71,000,000 dozen fresh 
oranges compared with 58,000,000 dozen 


Employe Communications... 
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used in the form of concentrates. Since the 
entire crop of oranges, grapefruits and 
tangerines from all producing areas in the 
1949-1950 season was 137,823,000 boxes, it 
is obvious that increasing sales of con- 
centrates are going to play an important 
part in absorbing larger productions. 

But you are going to have to drink more 
orange juice! 


How’s Your Employe Annual Report? 


By Rosert Newcoms and Marc SAMMONS 


e THIS is spring, or open season on an- 
nual reports for employes. These are the 
simplified, often pictorial versions of the 
shareholder report, and a lot of them are 
very good indeed. They are built on a 
recognition of the fact that employes are 
members of the team and are entitled to 
know the score. 

Employe reports take a variety of forms. 
Some are special issues of the employe 
publication. Some are separate publica- 
tions entirely. Some are features of a par- 
ticular issue of the employe journal. Some 
are eye-catching and dramatic, like the 
report produced as a jig-saw puzzle; some 
come to employes in the form of a phono- 
graph record, or by radio over the local 
station. 

The best report is the person-to-person 
report. The difficulty of presenting a re- 
port to employes increases as the number 
of employes increases, and in these cases 
the companies must depend largely on 
printed media. Even if the company pre- 
sents its report in person, it is wise to 
back the conference up with a printed 
report the employe may study at his lei- 
sure. 


e@ To help management reduce what it 
describes as the economic illiteracy of 
many perfectly respectable and intelligent 
employes, the American Economic Foun- 
dation has developed its “functional oper- 
ating report.” Often referred to as the 
“short form,” it was conceived about ten 


years ago by the late Orlande F. Weber; 


in 1942 Fred G. Clark and Richard S. 
Rimanoczy of the foundation decided to 
further public interest in the short form of 


The Eye & Ear Department... 


accounting; two years later they brought 
out a useful book called “How We Live.” 

Today many companies use the func- 
tional operating report as a means of con- 
veying difficult financial and economic 
information, not only to employes but to 
shareholders as well. The method involves 
the use of what is known as the “tool 
concept,” whereby tools are regarded as 
all things used to aid human energy in the 
production and exchange of goods and 
services. 


e@ Under the short form method, the typ- 
ical income statement—with its baffling 
accounting terms which discourage and 
irritate employes—is reduced to a report 
of income from customers, and below it, 
five simple entries which cover the costs 
of goods and services; cost of human en- 
ergy (wages and salaries); cost of tools 
wearing out (depreciation, depletion); 
cost of payments ordered by government 
(taxes); and the cost of using the tools 
(profit). 

A booklet issued by the foundation in 
1947—called the “Functional Operating 
Report,” by Robert R. Doane and Joseph 
E. Canning—details the means whereby 
report compilers can explain each entry 
in simple, everyday language. (The Foun- 
dation is located at 295 Madison Ave., 
New York 17.) 

To those grown gray in the wearying 
labor of preparing employe annual re- 
ports, the functional »perating report is 
old but very solid stuff. It is recommended 
here for those harassed souls who may in- 
herit the assignment and want to face the 
future bravely. 


Considers Change in Name 


This reviewer's mother, a kindly soul 
who beat her brains out for years trying 
to fathom just what she had done to be 
dealt such an offspring as Fate foisted on 
her, used to urge her one and only not to 
laugh at cripples, blind people, people 
with bulbous 
noses or any oth- 
er physical de- 
fect—“because,” 
as she warned, 
“if you do, you 
might get to be 
the same way.” 

This counsel 
proved quite a 
deterrent factor 
while your re- 
viewer was still 
in a stage of physical development and 
could entertain some hope of arriving at a 
maturity at which, if he didn’t exactly 
look like Rudolph Valentino, at least he 
wouldn't resemble Bull Montana. 

With that hope shattered a good many 
years ago, your present correspondent lets 
himself go on such matters—and, because 
he does, must confess that he is fascinated 


Morton Downey 


by Morton Downey's ears and Dick Stork’s 
eyes on Kelvinator's “Star of the Family” 
show, seen on CBS-TV Friday nights. If 
the former had wires attached to them, 
Downey might easily pass for Arthur 
Godfrey with a set of headphones on. The 
latter resemble the buttons in the leather 
upholstery of an old-fashioned touring 
car, if you can remember that far back. 
Seen on the same show they provide—at 
least for this reviewer—every bit as much 
entertainment as the show itself, which 
consists of a number of entertainers in- 
troduced by members of the family. 
Downey also fills in with a couple of 
songs and, of course, ears. 

The commercials are typical refriger- 
ator commercials, except that they do 
bring out a few interesting features of the 
Kelvinator. These features manage to sell 
Kelvinator over the dead body of the 
commercials. 

Absorbed as he is, however, by the fea- 
tures previously referred to, the inditer 
of this deathless prose is considering 
changing the title of his column to the 
Stork and Downey Department. 
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Pitch Hard and Straight for Chicago Sales 


Advertise in The SUN-TIMES, the big-league newspaper that grooves 
your pitch where you want it—right into the heart of the Chicago 
market! 

Thumb through the record-book; you'll see The SUN-TIMES has 
tallied a 174,936 City & RTZ circulation gain in the past 10 years, 
: while the Herald-American gained 96,534, the Daily News gained 
53,723, and the Chicago Tribune lost 148,096 City & RTZ circulation. 

Figure the percentages—you'll find The SUN-TIMES, with 91.5% 
City & RTZ circulation, gives your advertising dollar a stronger play 
in the heart of the market than any other Chicago daily newspaper. 

Put The SUN-TIMES on the mound for you — and get set to score 
new sales records! Total average net paid circulation, 614,687. (Latest 
ABC Publisher's Statement.) 


cH a Co 


SUN TIMES 


THE PICTURE NEWSPAPER 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6 + ANdover 3-4800 New York 17 + PLazo 3-103 
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Spring Comes Early to New Yorkers, 
Thanks to Rockaways’ Playland Ads 


Complex Advertising 
Attracts Millions 
to Amusement Park 


By James V. O'GARA 

Rockaway, N. Y., April 11—The 
voice of the turtle may be a 
harbinger of spring, but to thou- 
sands of New York families chaf- 
ing for the out-of-doors after a 
confining winter, a more attrac- 
tive portent of springtime was a 
30-line ad in newspapers last 
month. The ad announced the 
March 18 opening of Rockaways’ 
Playland, million-dollar amuse- 
ment park on the ocean front here. 

Opening day this year saw Play- 
land more than double the attend- 
ynce of any previous season's first 
day. 

Playland, geared to handle 10,- 
000 people at a time, drew per- 
haps 25,000,000 last year—a figure 
achieved despite an unprecedented 
number of rainy days, a polio scare 


and a disastrous Long Island Rail} 


Road fire that destroyed the trestle 
leading to the Rockaways, located 
on a peninsula forming 
southernmost part of 
County. 


a seaside amusement park in the 
face of such calamities is re- 
arded as something of a triumph 
by Stanley Ehrlich, of Ehrlich & 


Stanley Ehrlich 


euwirth, New York, the Play- 
and agency for the past 12 seasons. 
“The park has tripled its busi- 


ul promotion and constant effort 
© build up its appearance and its 
Fices.” he said. 

As a seasonal operation, Play- 
land must begin its advertising 
and publicity promotions each 
spring on the assumption that New 
Yorkers are unaware of the park— 
or at least that they've forgotten 
it during the long winter hiatus. 
The specific problem facing Play- 
land and its agency, then, is to 
reach a mass audience on a some- 
what limited budget—from a 
standing start. 


e Mr. Ehrlich thinks that the mass 
audience is captured by means of 


comparatively small ads in New| 


York and Long Island dailies and 
weekly community newspapers, by 
radio, car cards and subway and 
railroad posters. 

Greater emphasis than before is 
to be placed this year on newspa- 
per advertising. Dollar-wise, this 
means a 25% hike (but nobody 
will say what the promotion bud- 
get amounts to in dollars and 
cents). Radio and TV spots, sub- 
way cards and posters, and LIRR 
cards and station posters also will 
be used. 

An innovation this season will be 
a joint promotion arranged be- 
tween Playland and WNBC and 
WNBT. The setup, arranged by 
Ted Cott, general manager of 
WNBC-WNBT, calls for Playland 
attractions to become available for 
radio or TV shows. The park, in 
turn, will get publicity on the air 
and also stands to gain by the dis- 
tribution of tickets through retail 
dealers of the AM and TV sta- 
tions. 


| which the park gets this way may 
| boost attendance as much as 20%. 


the | ends. In this period, 30-line ads 
Queens | and station breaks are used late irf 
| the week to announce that “Play- 


® Attracting that many people to| : 
| Playland is open both weekends 


| days, Saturdays and Sundays and 
| the number of station breaks is in- 


| NBC will sponsor all-day out-| 
ings for under-privileged children, | 
and Playland’s weekly fireworks | 
display will be dedicated to broad- | 
cast personalities. Playland will 
turn over its public address system 
so that WNBC shows can be heard 
in the park, thus giving the sta- 
tion huge “captive” audiences. 
Playland people are inclined to 
think that audio and video plugs 


Playland used outdoor boards for 
a number of years, “but the boom 
in advertising over the past decade | 
made good sites unavailable for a 
strictly seasonal advertiser.” Now, 
however, for the first time in ten 
years, Playland is pondering a re- 
turn to that medium because it 
thinks suitable locations may be 
had. 


e The amount and kind of adver- 
tising done for Playland is de- 
termined by a chronological rule 
of thumb: 

Phase A—early spring, when 
the park is open only on week- 


land will be open this weekend.” 
Phase B—late spring, when 


and weekday evenings. Here, small 
ads appear in seven papers on Fri- 


creased and a few spots added. 
Phase C—starting on Decoration 
Day, when the park has pre-sea- 
son full-openings. Ads now appear 
three or four times a week in each 
of the seven papers (which carry 
80 lines each on weekends), and 
about 20 spots and station breaks 
are used throughout the week. 
Phase D—mid-season period. 
Newspapers are used to announce 
special events. In the past, radio 


| jockey. 


,ess volume as the result of care- | 


advertising settled down to a daily 
segment of the Martin Block pro- 
gram. Mr. Block is a WNEW disc 


@ Always anxious to boost park 
attendance, Mr. Ehrlich and A. 
Joseph Geist, Playland’s owner, 
have in recent years added Phase 
E to their promotion plans. This 
involves a special effort to length- 
en the season one week beyond the 
traditional closing on Labor Day. 

Newspapers are used exclusively 
between the holiday and the open- 
ing of school—but this drive has 
never really been successful. The 
public, apparently, is ready to call 
a halt to summertime fun on Labor 
Day. 

On the other hand, considerable 
success has been achieved with the 


| Playland laid greater emphasis on | 


technique of opening the park 
earlier and earlier each year. This 
year’s opening on March 18 was 


tributes much of the success of the 


idea to the fact that New York 
| cliff-dwellers can hardly wait to 
get the kids outdoors after a winter 
of huddling around the fireside. 
“The way it looks now,” he said, 
| “we may institute snow rides be- 
| fore we're finished.” 
e Meanwhile, the poster advertis- 
| ing gets under way with Phase C. 
Last year Playland used a 25 show- 
ing on subway stations throughout 
the city (about 550 posters, in- 
| cluding 50 special sites). Three- 
| sheets are used on 70 LIRR sta- 
| tions. Car cards are used on the 
| subways, all Queens County buses 
and many lines in Nassau and 
Brooklyn. All told, this runs to 
|} more than 1,000 buses. 
| Like outdoor availabilities, radio 
| time posed a problem for the park. 
Up to five years ago, Playland 
used spots and station breaks on 


the earliest yet. Mr. Ehrlich at-'| 


half a dozen New York stations. 
But all these were dropped when 
a deal was made with WNEW, 
which agreed to have Martin Block 
handle Playland commercials. “We 
wanted to get an important audi- 
ence in the New York market and 
we felt Block could deliver it for 
us,” said Mr. Ehrlich. 


e “Our advertising,” he continued, 
“has followed population shifts in 
the metropolitan area and has kept | 
pace with changes in transporta- | 
tion. Likewise, it has kept up with | 
changes in desirable media avail- 
abilities for a seasonal advertiser.” 

During the war, when people 
couldn’t use their cars very much, 


bus and car cards. 

“If we had been using outdoor 
boards at that time we would have 
been forced to quit that medium,” 
Mr. Ehrlich pointed out. “The most 
important word in our Playland 
promotion is the word ‘free.’ We 
offer free admission to the park; 
free aerial acts, which cost us $5,- 
000 to $10,000; free fireworks on 
Wednesday nights in July and 
August.” 

The 


last summer, people using that line 
were forced to take a long, round- 
about route to the beach. The park 
came up with the idea of offering 
coupons (good for a ride at Play- 
land) to all those buying a LIRR 
excursion ticket. 


fireworks display is 


launched from a barge located 
off 


some distance the beach. 


e@ In 1949, Playland approached 
the Wilson line, perhaps the big- 
gest steamship operator on this 
seaboard, and convinced the com- 
pany that it should open a New 
York division. Wilson today runs a 
boat twice daily to Rockaway, 
from points in Manhattan, Yonk- 
ers, Jersey City and Elizabeth. The 
boats tie up at docking facilities 
close to Playland. 

The amusement park also co- 
operates in Wilson advertising, 
with Ehrlich & Neuwirth handling 
that account, too. About 12% of 
Playland’s patrons last year ar- 
|rived via Wilson line and the 
|LIRR. (Other travel statistics: 
68% got there by car; 12% by bus; 
and 8% by foot—during the sum- 
mer more than 1,000,000 people 
live within walking distance.) 


ROCKAWAYS 
PIKYLAND 
@-.G 


POSTERS—These are typical of the sub- 

way and railroad posters used by Play- 

land throughout the metropolitan area to 
attract customers. 


e Speaking of figures, Playland 
each year conducts surveys of its 
customers—a project handled by 
Richard A. Geist, son of the owner. 
The elder Mr. Geist, by the way, is 
Crowds lining the boardwalk and| 4 prominent attorney, philanthro- 
dotting the sands average 250,000 pist and civic worker who spends 
each week, he said. his summer evenings basking in 
Incidentally, the audience view-| Piayland’s carnival atmosphere. 
ing the pyrotechnics is several} Young Mr. Geist, who studied 
minutes’ walk away from the| marketing research at New York 
amusement park. “The people! University, covers the survey 
don’t have to go to Playland,” said | gamut: the visitor’s age, sex, place 
Mr. Ehrlich, “but we feel a certain of residence, means of getting to 
percentage will spill over.” | Playland, whether the customer 
| has been there before, and whether 
a Transportation has long been a| he has ever seen or heard Playland 
Playland problem. “In a congested | advertised, and where. 
city, we have to get people to| Last summer he and his staff 
Rockaway without great difficul-| quizzed more than 12,000 people. 
ty.” | They discovered that 59.3% were 
After the LIRR trestle burned | in the 21 to 30 age bracket, 27.1% 


TAX! DRIVERS’ CHOICE—Last summer sow Playland stage a Miss Taxicab contest, 
selected by drivers representing the industry. Lovely miss at right rear took top honors, 
ond here wins the happy attention of one of the taxi-driving judges. 
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SUMMER MECCA—Last yeor 25,000,000 people visited Playland, million-dollar amuse- 
ment park on the Queens County oceanfront. This is the midway. In background is 
roller coaster. 


were between 13 and 20 years, 
and 13.6% were 31 and up. They 
also found that 39.5% of the peo- 
ple came from Queens and another 
275% from Brooklyn—where 
Playland advertising is heavily 
concentrated. 


e Support for the contention that 
advertising plays a big part in get- 
ting people to visit Playland was 
found in the fact that 13.5% of the 
visitors were there for the first 
time—and that four out of five, old 
and new, had seen or heard Play- 
land advertising. 

Bad weather is the big bugaboo 
of the outdoor amusement park 
business. Mr. Ehrlich feels that 
Playland, with intelligent promo- 
tion, can otherwise pretty well 
control the amount of business the 
park does. 

“We like clouds but not rain,” 
he said. “Clouds drive people off 
the beach and into our park. When 
it’s very hot, a seaside amusement 
park becomes less attractive than 
a dip in the ocean. But it’s fine 
for us when the weather is over- 
cast.” 

Publicity and promotion for 
Playland is handled by Walter 
Kaner Associates, New York, a 
company which was_ recently 
named for the third consecutive 
year. 


e Mr. Kaner pointed out that 
Rockaways’ Playland has competi- 
tion from Coney Island, Palisades 
Amusement Park, Playland at Rye, 
N.Y., baseball games and on 
through the list of New York’s 
summertime attractions. 

One sure-fire method of pulling 
in crowds, he said, is to run con- 
tests—by the dozens. Thus, each 
summer sees Playland run off 
beauty contests (Miss Playland 
and sweater girl stuff), small-fry 
masquerades, an Easter parade, a 
Miss Smiles contest, and the like. 

The Kaner people also arrange 
free outings for Police Athletic 
League youngsters and orphans. 
They also try for smooth press re- 
lations by conducting annual out- 
ings for the Newspaper Reporters 
Assn. and the Press Photographers 
Assn. Then there are special 
events, like Armed Forces Day, 
complete with an air show. 


@ Since Playland’s clientele is 
predominantly in the youth brack- 
et, the park makes a special ef- 
fort to appeal to youngsters by re- 
naming its rides to fit in with the 
atomic age and the preoccupation 
with things western. 

“As a result,” said Mr. Kaner, 
“we have a ride called the H-Bomb 
Rocket and another known as Big 
Horn Ranch (formerly called Ride 
the Goats). Arrangements are now 
being made for Atom Juice, a soft 
drink, and Flying Sausage, a foot- 
long hot dog.” 
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New Meck Receiver | 
May Double Range 
of TV Transmitters 


Cuicaco, April 12—Television 
enthusiasts in the nation’s hinter- 
lands outside the 50-mile range of 
the nearest TV transmitter may be 
getting a break with the introduc- 
tion by John Meck Industries, Ply- | 
mouth, Ind., of a new receiver | 
which will approximately double 
every television station’s range. 

John S. Meck, president of Meck 
Industries and Scott Radio Labor- 
atories, Chicago, forecasts a 25% 
increase in the country’s potential 
television audience as a result of 
the new receiver, which he esti- 
mates will triple the area effec- 
tively served by present stations. 
This includes not only those fam- 
ilies beyond the 50-mile limit but 
also those in fringe areas whose 
reception has been fuzzy or who 
required expensive booster equip- 
ment with the average TV set. 


@ Called the “Redhead” because of 
its colored parts, Meck’s new set 
was conceived last October when 
other manufacturers were scramb- 
ling after scarce materials and 
substitutes, according to Mr. 
Meck. This tack is reminiscent of 
John Meck’s decision to turn out 
low-price radios (he sold several 
million of them) right after the 
war when most manufacturers | 
were eagerly digging into the de- 
mand market with large expensive | 
models (AA, Dec. 18, 50). Meck | 
TV sets have been among the low-| 
est priced models on the national 
market, and the Redhead will be | 
sold for the same price as previous | 
models. 

Local promotion is planned for | 
the Redhead through Meck’s = 
tributor setup, and newspaper ads | 
and spot radio will be used, Start- | 


ing about May 1. Fensholt Co., 
Chicago, handles the account. 


GEORGE J. KADEL 

New York, April 11—George J. 
Kadel, 59, president and board 
chairman of Elliott Service Co., 
publisher of industrial manage- | 
ment books and window display | 
material in nearby Mount Vernon, 
died last night after a brief illness. 

Born in New York, he first 
worked as a photographer for the 
New York Times and New York 
Herald Tribune. He then joined | 
Underwood & Underwood, a pred-— 
ecessor of the Elliott company, and 
became vice-president and general 
manager. 

Upon the death in 1929 of James 
Elliott, founder of the company, 
Mr. Kadel succeeded him as pres- 
ident. 


LEO J. CAFFREY 

Newark, April 9—Leo J. Caf- 
frey, 52, vice-president in charge 
of sales and advertising of Schne- 
fel Bros., manufacturer of surgical 
and manicuring instruments, died 
yesterday after a brief illness. He 
had been with Schnefel Bros. for 
28 years. 


BURLEY B. AYERS 

Cuicaco, April 10—Burley B. 
Ayers, 93, advertising manager of 
American Steel & Wire Co. here 
from 1918 until his retirement in 
1928, died here last Wednesday. 

Mr. Ayers started as a stenog- 
rapher with the Illinois Steel Co. 
in 1896, became a private secre- 
tary with American Steel & Wire 
in 1899 and was later made secre- 
tary of the company’s advertising 
committee. 

He was one of the early users of 
farm paper advertising and pio-| 
neered in the national advertising | 
field. Mr. Ayers was one of the 
first to fully utilize farm paper | 
campaigns to stress the use of iron 
sulphate and other by-products of | 
the steel industry for weed elimi- 
nation. He was a member of the 


: i ae 


Association of National Advertisers 
| and the early Advertising Club of 
| Chicago. 


HERBERT S. ARDELL 

New York, April 12—Herbert S. 
Ardell, former financial advertis- 
ing manager of the New York Post 
and Times, died yesterday at his 
home in Leonia, N. J. 

Born in Williamsport, Pa. Mr. 
Ardell started his newspaper ca- 
reer on Grit, Williamsport. He 
moved to New York as a young 
man and, after taking a special 
course in art, became art director 
of the Brooklyn Eagle. From 1917 
to 1924 he was financial ad mana- 
ger of the New York Times, and 
from 1924 to 1927 held the same 
position on the Post. 

After leaving the latter paper 
he worked for two years on the 
New York Journal-American, and 
until last January was in the pub- 
lic relations department of Gen- 
eral Motors Corp. here. 


THOMAS E. RACESTRAW 

Toronto, April 10—Thomas E. 
Rackstraw, 41, who had been asso- 
ciated with James Fisher Co. Ltd., 
Toronto agency, for 20 years, died 
suddenly here April 6. He had 
recently joined the head office 
staff of Robert Simpson Co. Ltd., 
Canadian department store chain 
with offices in Toronto. 


JOHNSTONE VANCE 

New Britain, Conn., April 12— 
Johnstone Vance, 60, editor and 
publisher of the New Britain Her- 
ald, died here yesterday. A native 
of this city, he became president 
of Herald Publishing Co. in 1938. 


Newberry Joins Brown Agency 
Lane K. Newberry, formerly ex- 
ecutive vice-president in charge of 
agricultural advertising and mer- 
chandising of Morris F. Swaney 
Inc., has joined C. Franklin Brown 


Inc., Chicago agency, in en execu- | 


tive capacity. 


Clinton Foods Sets 
Hi-C Beverage Push 


Curnton, Ia., April 11—Clinton 
Foods Inc. next week will break its 
largest ad campaign for Hi-C 
orange, lemon and grape bever- 
ages. 

The canned soft drinks, which 
are enriched with vitamin C, will 
be featured in large-space copy in 
Better Living, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Parents’ Magazine, The 
Saturday Evening Post and 
Woman's Day. 

In addition, Clinton (which also 
packs Snow Crop foods) will pro- 
mote the Hi-C products in The 
American Weekly, This Week, 
Sunday comics in 56 cities, pub- 
lications in the Locally Edited 
Gravure Magazine Group and in 
the Metropolitan Group. 

The opening of the drive is 
timed to coincide with the start 
of the annual summer selling sea- 
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son on Hi-C beverages, and appro- 
priate merchandising material will 
be distributed to retailers. 

L. W. Ramsey Co., Chicago, is 
handling the Hi-C promotion. 


Names Coast Representative 
Popular Science Monthly, New 
York, has named the Kimball, 
Menne Co., Los Angeles, as its 
Pacific Coast representative. 


Mint Julep, Suh? 


> Down in the South theold mule 
a\ is fast becoming legend, and 

grandmaw, puffing her corn- 

cob, is losing out to grandpaw, 
amoking Chesterfields. Prosper- 
ity is sweeping acroas the South- 
land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market at a 
lower cost-per-thousand than any other 
farm publication. Letterhead brings facts. 


SOUTHERN FARMER 
737 N. Michigan Ave., Chicago 11, til. 
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light fluorescent colors in six different applications: 


@ Direct Mail Pieces 

@ Envelopes 

@ Window Streamers 

Mrs. Alice Holton, publicity director of Perfection Stove, reports: 
“Based on the success that our company has had with daylight fluorescent 
colors for the past three years, we are considering other ways in which we 
might use them. ... DAY-GLO has superior eye appeal.” 


Mail the coupon below to Lawter or Switzer for full informa- 
tion about DAY-GLO: “The Brightest Colors in The World.” 


LAWTER CHEMICALS, INC. 
3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


SWITZER BROTHERS, 


Ine. 


4732 ST. CLAIR AVENUE 


Advertising has no tougher job to do than in 
the highly competitive field of home appliances. Perfection Stove Company 
of Cleveland, a world leader in this field, makes its advertising and sales 
promotion material as outstanding as its products by using DAY-GLO day- 


@ Car and Bus Cards 
@ Counter and Floor Displays 
@ Home Installation Signs 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 
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Says ‘Buy Now’ Copy Gives 
Advertiser a Big Black Eye 

To the Editor: We are all be- 
ing exposed to so much editorial 
and advertising straight talk and 
double talk about “holding that 
line against the monster, infla- 
tion” that, whether or not we sub- 
scribe in practice (theory doesn’t 
count) to the recommendations of 
economic experts shouting warn- 
ings from all sides, most of us will 
be struck by an obvious snag in 
the current. 

I'm referring to the advertise- 
ment on Pages 8-9 of The Satur- 
day Evening Post of March 17, 
1951. “For ‘51 and the years to 
come,” the banner states, with the 
followup “. . .times being what they 
are, hadn’t you better buy a Hoo- 
ver now?” In other words, get on 
the bandwagon, folks. Spend your 


This department is a reader’s forum. Letters are welcome. 


money here, whether you need a 
new vacuum or not. Lay in your 
stock while the getting is still good. 

Of course there is plenty of re- 
alistic argument for the slant the 
ad takes. People in general, and 
industry too, are doing lip service 
to battling inflation, but how many 
are actually holding back from 
buying whatever their income will 


allow out of an altruistic desire to, 


combat inflation? 

Maybe it’s smart to capitalize on 
the current “grab it now” attitude, 
but this ad strikes me as being 
quite unfortunate, particularly at 
the time when industry is begin- 
ning to get rolling in its PR cam- 
paigns stressing the social respon- 


war production practically before 
you can get a check written. This 
negative “prophet of doom” ap- 
proach is farthest from inspiring 
the good old-fashioned faith in 
ourselves, which is actually what is 
being put to the test. Moderation 
and the strength of character of 
all of us as individuals are what 
need encouraging, for they are 
what will pull us through, not a 
short-sighted scramble to get our | 
|cash converted into luxury goods | 
before the axe falls. 


oe 


Advertisers, with the tremen-| ystiTuTIONAL—This is one of on institutional series of 13 color spreads scheduled 
d in Business Week by Hornischfeger Corp., Milwaukee. 


| dous influence they possess, shoul 
| be constantly aware of and re- 


| sensible for the attitudes their and truck cranes, soil stabilizers,|in color in Business Week. 


advertisements create. If the large | 


are welding equipment, diesel 


sibility of business, big and small.| national advertisers start egging| engines, and pre-fabricated homes. 

The implications of the “buy|the country into a panicky spend-|In other words, there is no one 
now” appeal, furthermore, are that | thrift binge, they'll suffer as much | common denominator, as is true in 
we'll be over our heads in war and| @S everybody else in the result-| the case of most companies. 


MELODY BALLROOM 
4:00 to 6:00 P.M., Monday through 
Friday has just about TRIPLED 
its October ARB Rating in the 
December-January ARB Report. 


Another WFBR home-grown show is bursting into 


bloom! ‘‘Melody Ballroom,” featuring the young, 
amazingly glib and quietly mad disc jockey, Bob 
Landers—is well on its way in the tradition of WFBR. 


built sensations like 


“Club 1300,” 


“Morning in 


Maryland,” “It’s Fun to Cook,” “Nelson Baker 


Show" and others 


“Melody Ballroom" is getting to be the late after- 


noon show of Baltimore, 


using the classic pattern of 


music for housewives and teenagers. 


This show is ripe for plucking by sponsors who are 


looking for a profitable participation show. 


If you twist the arm of the nearest John Blair man, 


he'll tell you all about availabilities. 


ABC BASIC NETWORK @ 5000 WATTS IN BALTIMORE, MD. 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


ing economic hangover’ which! 
Uncle Joe is counting on to soften | 
us up for his Sunday punch. } 
| For me, therefore, and for the 
others I have compared notes with, 
the “buy it now” aspect of the ad 
| gave Hoover a big black eye. Let's 
hope that other manufacturers 
will be better able to resist the 
| “stampede” technique, regardless 
, of its undeniable applicability and 
| effectiveness under the present cir- 
|}cumstances. What is needed is 
more help out of this mess (cf. the 
current ad series of N. W. Ayer 
and the Institute of Life Insur- 
| ance), not a push farther in. 
| DOonatp G. Assorrt, 
Publicity Assistant, New Eng- 
| land Mutual Life Insurance 
Co., Boston. 
+ * 7 


Spots a Hitch in Calvert 
Car Card Brand Comparison 
To the Editor: Perhaps the Cre- 
ative Man would be interested in 
casting a critical eye on the cur- 
rent Calvert whisky ad now ap- 
pearing in car cards. I spotted this 
one in a Michigan Ave. motor 
coach, and unless my eyes de- 
| ceived me, there was a very ob- 
| vious flub. 
| Pictured in the ad was a cheer- 
| ful gent holding a filled shot glass 
in each hand, from which he pre- 
| sumably has just sampled the con- 


| tents. In the foreground was a bot- | 


tle of Calvert, in the background 
a second bottle, half filled with no 
brand name showing. 

After his testing he beams, ac- 
cording to the text on the ad, 

|“Now I Know Why Calvert Chal- 
lenges Comparison!” 

But here’s the rub. The plastic 
seal on the top of the Calvert bot- 
tle hasn’t been broken—the bottle 
is still unopened. 

Think maybe the cheerful gent 
sampled so many shots that he 
just plain forgot to open his bot- 
tle of Calvert? 

Cuet CAMPBELL, 

NBC Chicago Press Depart- 

ment, Chicago. 
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‘Better Way’ Series Tells 
| P&H Institutional Story 
| To the Editor: We enclose sever- 
| al proofs of the new institutional 
series of advertisements for the 
Harnischfeger Corp., Milwaukee. 
We felt that these might be 
of interest to you because of the 
unusual problem involved in this 
campaign. The problem is that of 
telling a company story in the face 
of such a diversified line of prod- 
ucts. Many of these products are 
totally unrelated to each other. 
To explain: While General Mo- 
tors deals fundamentally in trans- 
portation, Westinghouse in electri- 
cally-operated equipment, Libby- 
Owens-Ford in glass, etc., Har- 
nischfeger manufactures overhead 
cranes, electric hoists, excavators, 


To present the company as a 
whole, we have tried to point up 
its research, product development, 
engineering, and manufacturing 
organizations, with the theme, “A 
Better Way,” which dramatizes 
specific examples of progressive 
thinking and engineering as re- 
lated to different products and 
fields. It has, we believe, the virtue 
of being extremely simple. Illus- 
trations are unusually large, with 
dramatic headlines, and short, to- 
the-point copy. 

The 1951 P&H institutional cam- 
paign consists of 13 center spreads 


H. I. Orwic, 
Vice-President, The Buchen 
Co., Chicago. 

. ~ e 
Monsanto Joins Spencer in 
Debate with Creative Man 

To the Editor: The Creative 
Man’s well worded philosophizing 
on a recent advertisement of my 
contemporary, the Spencer Chemi- 
cal Co., has tempted me to debate 
with you—not about the adver- 
tisement but the thoughts he has 
about “the productive powers of 
modern chemistry” and their re- 
lationship to man’s spiritual de- 
velopment. 

No, my friend, I (or any other 


| thoughtful chemist) cannot con- 


tradict that often repeated but 
least analyzed phrase, “Man does 


364,123 DAILY - 


THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


293,426 SUNDAY 


| REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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not live by bread alone.” We only 
believe that without bread (and 
chemistry does help in bread mak- 
ing) even the Taj Mahal would 
not have been built, the Good Book 
written, the Lincolns lived, the 
Wrights made wings. | 

We chemists are, as a group, | 
peace loving, shocked when we in| 
seeking Truth discover Nobel-| 
like explosives or Hiroshima} 
bombs. But then we feel that to 
offset these misused discoveries | 
we do discover the antibiotics that 
provide some of the basic needs 
to longer, healthier living. I do not 
know whether today we have 
better, happier living with our 
nylon finery and television trap- 
pings, but before we bemoan the 
lost, unlived but “better” days of 
long ago, we might consider that, 
just perhaps, the Parthenons and 
pyramids of tomorrow may be 
going up on the East River or 
Golden Gate today. Who knows? 

Chemists, like artists, musicians 
and philosophers, only seek the 
truth, each in their own sphere. 
Each contributes basic needs for 
humans like you and me to enjoy 
or neglect. Each is only a spoke 
in the big wheel and we each see 
the individual spokes from a dif- 
ferent angle. 

You are wrong, my friend, 
chemistry does produce “basic 
needs”—so do the philosophers, 
the musicians, the artists. You and 
1 de not live by bread alone—nor 
by beauty alone. Our only regret 
might be that one spoke is some- 
times longer than another. Too 
bad if Science outsped beauty (if 
it has) but you and I “see through 
a glass darkly” if we don’t appre- 
ciate and utilize as many benefits 
that surround us in the age we live 
in. 

Howarp A. MARPLE, 

Director of Advertising, Mon- 

santo Chemical Co., St. Louis. 


Chided Chides Creative Man 

To the Editor: The Creative 
Man’s general chiding of the chem- 
ical industry using our February 
Fortune ad as a vehicle has been 
called to my attention. Not to be 
outdone I should like to gently 
chide you for your chiding. 

I cannot help but wonder if your 
enthusiasm for the pyramids and 
the Parthenon was shared by the 
laborers who created them and 
further whether they might not 
have preferred the more utilitarian 


though prosaic accomplishments of 
our time. “Eminent destruction by 
atomic energy and germ warfare” 
are surely no more lethal than 
plague and pox, and both would! 
probably seem luxury worries to 
the pagan laborer when compared 
to the reality of a lean belly and 
bare back. 

Modern technology, of which 
chemistry is a part, must plead 
guilty to raising the standard of 
living of the mass, if not of the 
wealthy. This, of course, was our 
thesis. In fact, bread is our object, 
and through our customers, the 
fertilizer industry, in providing 20- 
30% more foodstuffs, we achieve 
it. 

In any case, thanks for the plug, 
however, left-handed. Say what 
you must about us, but please say 
it often. 


Georce V. TAYLOR, 

Director of Sales Develop- 

ment, Spencer Chemical Co., 

Kansas City, Mo. 

oa ” oe 

Catches Creative Man At Last 

To the Editor: Patiently I've 
waited ...and now, I’ve got ‘im. 
It’s the Creative Man I've been 
stalking. | 

In the March 26 issue of AA, he 
proclaims that IBM should use for 
reproduction the typewriter’s own | 
typeface. He says, “Isn’t it the pur- 
pose of advertising to present the | 
product as close to reality as is 
possible in print?” 

The Creative Man should get 
together with himself. Quite some | 


time back he complimented East- 
man Kodak for using a painting 
instead of the reproduction of one 
of their own photographs taken 
by the camera being advertised. 

Has it not been said, “What's 
sauce for the goose is sauce for 
the gander?” 

Atrrep C. Kipp, 

Production Manager, Adver- 

tising Department, Southwest- 

ern Public Service Co., Ama- 
rillo, Tex. 

It gets more complicated. Reader 
Kipp should be informed that 
Eastman Kodak’s agency insisted 
the “painting” referred to by the 
Creative Man was in fact a photo- 
graph. 

+ + e 
Editorial Goes on Record 

To the Editor: Inasmuch as I 
touch on these campaigns in the 
book I'm finishing regarding my 
40 years’ public relations exper- 
iences, I would like to quote from 
your excellent editorial in the 
March 19 issue on “Charity.” 

The point made is something 


that should be impressed upon the 
public as well as campaign com- 
| mittees. 

Eric PALMER, 
Brooklyn, N. Y. 


Clears Record with Ronson 
Research Figures 

To the Editor: Let this be a 
lesson to me. Research men should 
talk slowly as well as accurately. 
You never know when an ADVER- 
TISING AGE reporter will take notes. 

Your man did an excellent job 
of reporting the talks made by 
five Grey Advertising Agency ex- 
ecutives before the New York 
Dotted Line Club (AA, March 19). 
However, he got tripped up by 
some of the figures that I gave. 
To keep the record straight, here 
are the facts: 

1. The research that we did in- 
dicated for the test cities that we 
used that television owners who 
saw “Twenty Questions” on TV 
bought twice as many Ronson 
lighters for Christmas as television 
owners who stated that they did 


not see this on TV. 


Questions” TV, was the basis for 
our decision to put this show on 
a network basis. 


2. The sale of Ronson accessories New York. 


(flint, fluid and wicks) increased 
This, plus much of the other by as much as 300% when retailers 
qualitative and quantitative re- used the merchandise cabinets sup- 
search that we did on “Twenty plied by Ronson. 
Hersert A. VITRIOL, 
Director of Media & Research, 
Grey Advertising Agency, 


Sell the “HEART” of the Family 


12x94 


Aciivatit 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write fer Market Dete Foide: A 


1018 S$. Wabash Ave., Chicago 


Q. waar statewie marKer spends 22% MORE THAN THE 
NATIONAL AVERAGE IN RETAIL SALES? 


A. South Dakota! 
National average family retail expenditure: 


South Dakota average family retail expenditure:' $3844.00 


Q. WHAT STATE IS Zin THE NATION IN INCREASED REGISTRA- 
TION OF MOTOR VEHICLES? 


A. South Dakota. The national average gain in 1949 was 16%, 
South Dakota's average gain was 26%. 


Q. IN WHAT STATEWIDE MARKET DO FAMILIES SPEND 23% MORE 
THAN THE NATIONAL AVERAGE IN DRUG STORES? 


A. South Dakota. The average American family spends $85 in drug 
stores. South Dakota families spend $105.00. 


Q. WHAT MEDIA Gives You THE GREATEST circulation wiTH 
RESPONSIVE READERSHIP AT THE LOWEST COST IN THIS RICH 
SOUTH DAKOTA MARKET? 

A. The South Dakota Dailies, with 130,000 circulation and a 


combined line rate approximately 25% below any paper or com- 
binat.on of papers claiming ANY coverage in 


TS el 
Rnd ing Same ee ee 


$2990.00 


uth Dakota. 


Q. wuar is THE ONLY meDiA OFFERING DEALER TIE-IN HELP 
AND SALES BUILDING MERCHANDISING IN THE RICH RESPONSIVE 
SOUTH DAKOTA MARKET? 


A. The South Dakota Dailies—with a tie-in and merchandising 
program aggressively promoted by local personnel to give you 
real sales punch at the local level. 


Q. war mea sianxers BOTH RURAL AND URBAN sourx 


South Dakota through the South Dakota Dailies. Promote your products at the local 
level, where decisions are made . . . where sales are made. Take advantage of the 
extra influence and promotional helps of these locally edited, locally managed 


From May 10, 1950, Seles 
Survey of Buying Power 


newspapers that are welcomed, day after day, in 85% of BOTH the rural and urban 
homes in this big statewide market. Sell ALL of South Dakota . . . and sell it at lowest 
? cost with your advertisements in the S Dailies. 


AILIES 


DAKOTA? 
A. The South Dakota Dailies reaching 85% of the city and farm 
homes in the state. 
Po —— 5 
-- san 6: Kite Ys Rg oe eee 
= 9 at ta md Ke ® * ‘> a 
Nene For the best buy—the greatest circulation at the lowest cost—sell rich, responsive 


Comprise Six Locally _—_. ~ and Locally 
Edited Newspapers Serving The Six Primary 
Markets of South Dakota Rural and Urban. 
FOR COMPLETE, HELPFUL INFORMATION, 
WRITE TODAY! 
SOUTH DAKOTA DAILIES 


80x 12778 HURON, SOUTH DAKOTA 
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Ball Games Will Be Amply Sponsored 
This Summer, Despite Higher Costs 


(Continued from Page 1) 
struction when the team is on the 
road. Advertising billing will be 
shared with Riecke-McJunkin 
Dairy Co. WWSW is the origi- 
nating station for a network of ap- 
proximately 19 western Pennsyl- 
vania outlets. A one-TV-station 
market, Pittsburgh will have no 
baseball telecasts this year. 


s Boston Red Sox games are being 
broadcast over WHDH and 14 oth- 
er New England stations. WBZ-TV 
and WNAC-T\V, Boston, will alter- 
nate coverage of the telecasts, 
while WJAR-TV, Providence, will 
televise all available home games 
of the team. Atlantic’s co-sponsor 
for this series on AM and TV is 
Narragansett Brewing Co. 

Doings of the _ International 
League's Baltimore Orioles will be 


reported over WITH, with Atlantic | 


and Gunther Brewing Co. as 
sponsors. This club has limited | 
telecasts to two games a week, 
which will be carried by the same 
advertisers over WMAR-TV. 


The two companies also will) 
team up for play-by-play coverage | 


of the Salisbury, Md., nine over 
WBOC, Salisbury, and WCEM, 
Cambridge. 

Rounding out Atlantic’s base- 
ball schedule this year will be 
broadcasts of the New York Yan- 
kees games on 22 upstate New 
York, Massachusetts and Pennsyl- 
vania stations in collaboration with 
Ballantine. 

Ballantine’s co-sponsor for the 


games locally. The brewing com- | 


pany also will pay expenses for | 
| the televising of the world cham-| 
| pion ‘s home games over WPIX and 
| WABD. The latter, key station of 
|the DuMont Television Network, 
| will carry only the daytime sched- | 
ule because of conflicts with the 
regular nighttime program lineup. 
WNHC-TV, New Haven, will carry 
| come of the games. 

Added to Ballantine’s lineup this 
year will be AM and TV coverage | 
of the Boston Braves. Broadcasts | 
will originate at WNAC, Boston, 
and will be fed to approximately 
29 stations of the Yankee Network. 
| Telecasts of home meets—except- 

ing some night games—will be di- 
vided between WNAC-TV and 
WBZ-TV, with WJAR-TV, Provi- 
dence, carrying all televised games. 

Ballantine will co-sponsor re- 
creations of Yankee games over 
WNOR, Norfolk, on days when the 
local team does not play. 


New York Yankees on AM in New 


York City again is General Cigar 
Co.—another J. Walter Thompson 
client. WINS will broadcast the 


e Liggett & Myers, in its fourth 
year as a major baseball adver- 
tiser, has arranged for coverage of 


IF YOU WANT YOUR 
CATALOGUE- OR BOOKLET 
OR HOUSE ORGAN - 
TO BE READ FROM COVER 


TO COVER... 


BE SURE (7 


HAS A COVER 


= a cover of BUCKEYE 
or BECKETT—the good-looking, 
long-wearing cover stocks which 
have long been the first choice of 
admen and printers everywhere. 
14 colors, 9 finishes, to choose from 
in the BUCKEYE line; 

10 colors, 9 finishes, in the 
lower-priced but very attractive 
BECKETT line. New sample books 
on request. 


tHe BECKETT 


PAPER COMPANY 


Makers of 


Good Paper 


Hamilton, Ohio 
Since 1848 
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ie Franklin mee Bank 


"Long Island's league Independent Guemtbted 


BANK WEEK—Franklin National Bank, Franklin Square, N. Y., acting on the theory 
it is a financial department store, advertised appropriately during its 25th anniversary 


last month. Corydon M. Johnson Co., Bethpage, L. |., 


is the agency. 


three teams. Chesterfield, through 
Cunningham & Walsh, will sponsor | 
radio reports on the New York 
Giants over WMCA, New York, 
and a 12-station eastern network. 
Telecasts will be carried over 
WPIX. 

WIND, Chicago, will feed the 
Cubs play-by-play to a midwest- | 
ern hookup of 30 stations with 
Chesterfield in the sponsor booth. 
An innovation for the tobacco 
maker is radio coverage over 
KLAC, Hollywood, of the Holly- 
wood Stars. Vitamin Corp. of 
America (Harry B. Cohen Adver- 
tising Co.) is televising two Stars 
games weekly over KTTV, Holly- 
wood, for Rybutol B-complex 
gelucaps. The company also will 
televise Cubs home games over 
WBKB, Chicago. A rival sponsor, 
American Vitamin Associates, Los 
Angeles, will sponsor telecas's on | 
WGN-TV of all Cubs and White) 
Sox home day games to introduce | 
its Thyavals and Orvita prepara- 
tions to Chicagoans. 


Christian Heurich Brewing Co. 
last winter signed for two years as 


|sponsor of Washington Senators 
| games, via Henry J. Kaufman & 


Associates. All home and away 
games will be aired over WWDC, 
and 21 home games will be tele- 
cast on WTTG. 


ws Goebel Brewing Co., Detroit, 
again will sponsor broadcasts of all 
Detroit Tigers games over a 36- 
station hookup in Michigan and 
northern Ohio and will telecast 
about 35 games on WWJ-TV. 
Brooke, Smith, French & Dorrance 
is the agency. 

Leisy Brewing Co. in Cleveland 
has signed to sponsor telecasts of 
all home games—and a few out-of 
town games—of the Cleveland 
Indians. WXEL is telecasting the 
games. AM broadcasts of all Indi- 
ans games will be aired over Sta- 
tion WERE by Standard Brewing. 

In Columbus, O., August Wag- 
ner Breweries Inc., via Kircher, 
Helton & Collett, has signed for 


Latest Available 


Based upon 


today... 1951! 


tural data, 
ket for sales potentials .. . 
book 


York, Chicago, Detroit. 


Fort Wayne Newspapers, Inc., 


woana’s GOLDEN ZONE marxer 


28 Page Book of Data Covering the 


FORT WAYNE, INDIANA 
13 County Market 

latest information available from all 
sources, including the 1950 Census, this new 1951 


Market Edition enables general advertisers and agen- 
cies to correctly evaivate the Fort Wayne market as of 


Sales statistics, employment, industrial and agricul- 
. . all the essentials in appraising a mar- 


To look it over is a “must” in planning advertising 
campaigns during 1951 Write or wire for a copy... 
or contact the nearest Allen-Klapp Co. office in New 


Che News-Sentinel 
THE JOURNAL- GAZETTE 


Agent 
Nationally Represented By The Alien-Kiapp Co. 


Market Data of 


are up to date in this new 


6010tN 


Fort Wayne, Ind. 
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telecasts on WBNS-TV there of| broadcast will be fed to a hookup| scheduled during the afternoon, 
Cleveland Indians home games. | of several stations in nearby states. | these shows will be seen on WABD 
The telecasts will be piped from| The Cardinals are not expected as well as WPIX. 


WXEL, Cleveland. 


s Mutual Broadcasting System, 
which last year showed that base- 
ball is a very lucrative network 
attraction, is expecting this year’s 
“Game of the Day” to be even more 
successful. One reason is that the 
network has more freedom in 
choosing games to be carried. In 
1950, MBS’ activity in the Nation- 
al League was restricted to three 
teams; this year the major limita- 
tion is the ban on coverage of 
home games of the St. Louis Car- 
dinals. The network paid about 
50% more for the 1951 rights. 

No accurate count of sponsors 
lined up to date was available as 
this story went to press, but Bert 
Hauser, co-op director of the net- 
work, expects “Game of the Day” 
to be sold on at least 300 stations 
by the time President Truman 
tosses out the first ball. 

The game is available for co- 
operative sponsorship on a local 
basis. Advertisers may buy a com- 
plete game in one or several mar- 
kets, or a 60-second spot before a 
game, or 30-second spots at the 
end of each half-inning. 


es In 1950 approximately 328 Mu- 
tual stations carried the daily 
sports event. The alltime best-sel- 
ling cooperative program at one 
time was attracting 3,200 adver- 
tisers. 

This series further has boosted 
Mutual’s sales curve by adjacency 
sales. R. J. Reynolds Tobacco Co. 
will sponsor “Camel Scoreboard” 
(William Esty Co.) at the end of 
each day’s game. This is the sec- 
ond year for the five-minute Mon- 
day through Saturday program. 

A five-minute warmup program 
will be aired each day preceding 
“batter up” by Gillette Safety Ra- 
zor Co. (Maxon Inc.) and Toni 
Co. (Foote, Cone & Belding). 

Falstaff Brewing Corp., through 
Dancer-Fitzgerald-Sample,_ will 


co-sponsor the baseball “Game of | 


the Day” over 150 stations of the 


Liberty Broadcasting System. Half. 


of the sponsorship is made avail- 
able to local advertisers. Last year 
Falstaff aired baseball on approxi- 
mately 10 Liberty outlets. 


s Liberty grew to network status 
as a result of its baseball program- 
ming, which was started in 1948 
without benefit of permission from 
the club owners who had always 
steered clear of regular season 
broadcasts covering a wide area. In 
the past, Gordon McLendon, who 
is the network's president and ace 
sportscaster, recreated games— 
complete with crowd noises—for 
his stations. This season Liberty 
baseball play-by-play, for the most 
part, will be live. | 

In addition to the Falstaff net-| 
work of 150 stations, 190 other | 
Liberty stations are set to air por- 
tions of the baseball schedule. In 
some instances, Liberty will pro- | 
gram two games a day, when there 
is a night contest of unusual in-| 
terest. 

Aside from the “Game of the 
Day,” Liberty will feed broadcasts 
of the New York Giants games to a 
network of more than 20 stations 
in New York and nearby states 
and coverage of the St. Louis, 
Browns games to approximately | 
50 midwestern stations. | 


s Brooklyn Dodger games last. 
year were sold to local advertisers | 
on an upstate radio network. This 
year the games will be sponsored 
on WMGM, New York, with only 
F. & M. Schaefer Brewing Co. as 
backer. Batten, Barton, Durstine & 
Osborn services the account. 
Ebbets Field games will be tele- 
vised by Schaefer over WOR-TYV, | 
New York, and WNHC-TV, New, 
Haven. | 
Griesedieck Brewing Co. will air 
reports of the St. Louis Cardinal 
games over WIL, St. Louis. The, 


to perform on TV. | 
Broadcasts of the Cincinnati| 

Reds will originate at WCPO, Cin- 

cinnati, and will be relayed to sev- 

eral stations in the area. AM rights 

ag awarded to Burger Brewing 
0. 


Vim Stores (William Warren, 
Jackson & Delaney) will sponsor 
Jimmy Powers in various post- 
and pre-game spots on WPIX. 

“A Day with the Giants”— 
Laraine, that is—will be carried 


by Krueger Brewing Co. (Charles | 


Twenty-two home contests of Dallas Reach Co.) before the Gi- 
the Oklahoma City Indians will be | ant games. Post-game features will 
televised over WKY-TV, Oklaho- | include “Grandstand Manager,” 
ma City, with Southwest Radio & | with Win Elliot, sponsored by Mel- 
Equipment Co. and Oklahoma | ville Shoe Corp. (Neff-Rogow) 
Philco dealers as sponsors. | and Barney’s Clothes (Emil Mogul 

| Co.). “Batter Up” will also be seen 
se WPIX, which is televising the before the afternoon Giant games. 


home games of the New York Yan- | 


kees and Giants, reports the adja- | Esty Names Benjamin Wood 
cencies are proving to be good; Benjamin Wood, formerly direc- 
sponsor bait. |} tor of advertising and marketing 


“Batter Up,” sponsored by/|of the Glass Container Manufac- | 


Winston Stores (Al Black Produc-| turers Institute, has resigned to 
tions), will precede Dizzy Dean’s| become a vice-president and mem- 
warmup session before the Yankee | b€r of the plans board of the Wil- 


afternoon games. Philip Morris &| Ham Esty Co. New York. effective 
a (Biow Co.) will present Diz | ciation with the glass institute, he 
ore and after all televised games was for 11 years managing director 


of the world champions. When! of Tea Bureau Inc. 


Write for Circular AA-4 


DISP 


HOLDS INTEREST-SELLS 


The perfect point-of-purchase display! Use 
ADmaster anywhere—in daylight or under 
bright, artificial light! No optical! system 
or film! ADmaster accommodates up to 
18 standard 8” x 10” photographs, posters, 
photo-gelatin prints, Black-Lite fluorescent 
posters, magazine advertisement reproduc- 
tions, ete. Each message moves in se- 
quence. ADmaster action attracts atten- 
tion, holds interest, delivers your product 
message——clinches the sale. Compact and 

rtable, fool-proof operation, long life, 


ow-priced for volume use. 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


; Jost published 


A report of sales in Cuyahoga 
County (Greater Cleveland), by 
makes, by economic areas, by 
companies, with comparisons to 
previous years. Separates sales 
to individuals from company and 
institutional purchases. Reports ratio 
of sales to families in individual 
census tracts. Includes truck and 
commercial car sales and many 
other detailed analyses. 
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Outdoor, 
Media Man 


Unusual Agency Opportunity 


er of the leading Advertising Agencies will immedi- 
ately expand its Media Department with associate 
director in charge of outdoor advertising. This is an unusual 
opportunity for the right man. 


This man (around 30 to 40 years of age) will have 
enthusiasm, ambition and a resourceful approach to his 
work. He will have had a minimum of five year’s solid expe- 
rience in outdoor advertising in all its phases. He will be an 
able field operator and negotiator with a quick grasp and 
wide knowledge of market characteristics, outdoor costs, 
location merits, plant facilities, paper, paint and embellish- 
ment. He must be able to fit into a compact, fast-moving 
client-agency group, work hard and think straight—a good 
team player who can get along with people on the firing 
line and at home. He will be able to direct other people. 
The right man wil! have the business acumen to fit the out- 
door operation into its proper relationship to the over-all 
marketing plans, sales strategy and tactics and media 
policies. 

This challenging assignment for an associate media 
director on outdoor, places no ceiling on future opportunity. 
The starting salary will be based on good pay for good 
work and the man selected will write his own ticket for the 
future in so far as increasing responsibilities are concerned. 
The man who answers this advertisement may have had 
experience with an outdoor plant, with a large outdoor 
advertiser, or with an advertising agency. For interview, 
write fully in confidence to Box 7831, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, IIL 


ICE CREAM MERCHANDISER 


Excellent Opportunity 
if you have a successful record of merchandising ice cream 
products through chain stores, super markets, established 
retail dealers and company owned stores, there is an op- 
portunity for you to head up merchandising department of 
large, nationally known firm. Desirable age 34-45. State 
qualifications fully and salary requirements in first letter. 
Attach recent photo or snapshot. Write Box 7834, 
ADVERTISING AGE 


200 E. illinois St. Chicago 11, Ill. 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


classified 
as many inquiries from ADVERTIS- 


this advertiser said: * ey the = 
ference in the circulation o 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That's why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives whe can close the deal at 
once! 


Commenting on the fact that the same | 
copy developed about twice | 


ING AGE as from another publication, | 


Rates: 75¢ per line, minimum charge $3. Cash with order. 
(maximum—two) 30 oy and spaces per line; upper & lower case 40 per 
D WwW 


line. Add two lines for 


Figure all cap lines 


A 


y noon 12 days pre- 


ceding publication date. ‘Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 


j HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PL ACEMENTS 
209 S. State St HA 17-2063 Chicago 4 
CIRCULATION MANAGER 
A man who is now second or third in his 
department but who desires to get ahead 
fast, will probably be interested in an 


| opening with a national magazine, circu- 


lation over one million, headquarters mid- 
| west. In reply we all details of exper- 
ience, my etc., 
° ADVERTISING - 
ll E 47th St., New York, 17, N. 
ACCOUNT EXECUTIVE 
Small Midwest fully recognized agency es- 
tablished 1933, wants experienced account 
executive for established accounts. Must 
know copy, production, and be able to 
handle rough layouts. Good starting sal- 
ary and profit participation. Give exper- 
ience, references, and salary requirements 
for personal interview. 
Box 3717, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ll, 


ADVERTISING 
ACCOUNT EXECUTIVE 
Wanted by well financed fully recognized 
Chicago advertising agency. We have 
house accounts for you to service and if 
you can close new business, we have a 
real proposition for you. Must be exper- 
ienced. Stock deal open later to right man. 
Write fully. 
Box 3729, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-R esearch-Layout- 
Radio-TV-Production and Salesmen. 
THE HONES COMPANY 
14 East Jackson Bivd. Chicago 4, lll 
Well-established small Chicago agency has 
good opportunity for young man with 
agency experience, both in copy and con- 
tact. Must have several years good adver- 
tising experience and must be able to 
write. SUperior 7-3116, Chicago. 
COPYWRITER'S OPPORTUNITY 
Wanted by small, growing national adver- 
tising agency .. .“self-starter’’ man or wo- 
man copywriter with creative talent and 
a few years experience in national, trade 
paper and dealer help promotion. Food, 
home furnishings, men’s and women's ap- 
parel background with manufacturer or 
agency preferred. Starting salary under 
$5,000 but this is an “opportunity unlim- 
ited" to become principal in this high 
standard agency. Write in confidence 
Box 3735, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
MALE OR FEMALE COUNSELOR 
Will train to specialize in Advertising 
Placements with leading small Chicago 
Employment Agency CEntral 6-6972 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 


~ POSITIONS WANTED 


AGENCY PARTNERSHIP WANTED 
Successful experienced agency executive 
wants worthwhile agency buy-in oppor- 
tunity. Working partnership brings cen- 
tact, copy, sales, merchandising, media 
and administration capacities of 4A cali- 
bre; cash investment. Prefer Mid-South or 


Far-West city. Available now. Air mail 
details. 
Box 3721, ADVERTISING AGE 


200 E. Lllinois St., Chicago il, il. 
NATIONAL ADV. MANAGER 
Wants better opportunity in Adverticing 
field, agency or larger newspaper. Age ‘ 


five years experience on 12,000 circula- 
tion daily. Four years as Nat. Adv. Mgr. 
Aggressive, experienced in selling, lay- 


out, merchandising, and consumer analy- 
sis studies. Married, family, attend college 
before entering the service in 1 5 
Box 3722, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ii. 
“TOP-NOTCH ADV. MGR.-ACCT. EXEC. 
Seasoned executive with 14 years con- 
sumer & industrial advertising experience 
in New York, seeks responsible position in 
Western city. Creative sales promotion in 
all visual media, radio & T. V. Smart mer- 
chandising, copywriting, art, production, 
research and budgets. Age 3M, Col. ed 
Good sales personality 
x 3723,, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
IT’S TIME FOR A CHANGE 
Ad & Sales Promotion Mgr with organiza- 
tional skill & follow thru. Varied exper- 
ience in all phases Natl, Trade, Direct 
Mail & Point of Sale. Employed, seeking 
progressive, alert firm. Married, 34, col- 
lege grad. Prefer Chgo area, will relocate 
with right firm 
Box 3725, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


PROGRESSIVE EMPLOYER WANTED 
by talented young copy writer-idea man 
(mostly sales prom. exp.). Must be a go- 
getter with modern views toward creative 
work. Please do not reply unless you 
qualify. $7500 to start ms A. eel does 
not know of this ad. Wr 

Box 3718, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


COLLEGE PROF WANTS OUT 
Exper. network radio, publicity, audio- 
visual, retail foods-liquors, imports, per- 
sonnel, psychology, race relations. Ideas 
and detail plus follow-through: writing, 
research, editorial, promotion. Seeks $6000 
with honest opportunity 

Box 3733, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Editor, Adv. Mgr., Pub. Rel.-house organ 
editor-adv. asst., pub. rel-newspaper back- 
ground, col. grad., South, $4500. 

Box 3719, ADVERTISING AGE 

11 E. 47th St., New York, 17, N. Y. 
Advertising Production—Magazine publis- 
hing or advertising agency. More than 15 
years experience. Understands magazine 
and ad make-up, printing, does copy writ- 
ing. Now employed Nat'l. Monthly Pub- 
lication. Best of references. Draft exempt. 

Box 3738, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ASST. ADV.-SALES PROMOTION MGR. 

MANUFACTURER. N. ¥. CITY AREA 
Wide experience Electrical, Home Prod- 
ucts. Well versed in Trade, Consumer 
campaigns. Able administrator, 
Self-starter. College. Age 33 

Box 3726, ADVERTISING AGE 

11 E. 47th St., New York, 17, N. Y. 
Five Figure RESULTS on Four Figure 

INCOME For West Coast Offer Now 
Ace neh background, aggressive editor, 
adv. mgr., nationally-known trade publ. 
writer, exp. in 25 business fields. Operated 
publ. rel. agey. Know all media well. 11 
years newsp & mag. editing, radio writing, 
mike work, publicity. Profitabie contacts. 
Energetic, creative, fast and prolific writer. 
Reached limit present position. 32, mar- 
ried, draft-free. Reside Calif. so seek 
West Coast offer immediately. Let's get 
together now! 

Box 3727, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Space Salesman with editorial experience 
in trade field wants to join publisher who 
needs a capable —s hand man. Col 
educ., 5 yrs. exp 29, married 
Box 3728, ADV SERTISING AGE 

200 E. Hlinois St., Chicago 11, Ill 

I'm 45; My Arteries Are 35; My 
Enthusiasm Is 25; My Judgement Is 55. 
Sound semi-tech bkgrnd; capacity for 
sales-prom-adv-pub respon. with mfg. 
or agcy. 

Box 3730, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Creative, | 


| profitable 


Advertising Age, April 16, 1951 


POSITIONS WANTED 
Top-notch advertising, public relations, 
sales promotion manager, 17 yrs. exper., 
39, col. grad., family. $8,000 min. 

Box 3732, ADVERTISING AGE 
11 E. 47th St., New York, 17, N. Y. 

ST. LOUIS AREA 
Advertising manager for small manufac- 
turing company seeks position in d. 
Dept. of St. Louis concern affording op- 
portunity to work with experienced ad 
men, College grad., 25, draft exempt. 

Box 3716, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, mh 
TOPFLIGHT CONTACT-COPY MAN 
Outstanding record agricultural, chemical 
electronics fields. 5 yrs. N. Y. agency 
background. Radio-print-TV-promotion on 
major national accounts, Draft exempt. 
Age 32. Location secondary 
Box 3734, ADVERTISING AGE 
11 E. 47th St., New York, 17, N. Y. 
TOP ADVT-PROMOTION PLANNER 
Agency, Industry background. Seasoned 
Copy-Contact man. All media. Creative 
merchandiser. Age 35. Will relocate. 
Box 3736, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Advertising Executive desires change. 
Exec. V. P. of small 4-A agency. 35 yrs 
old with 15 yrs. successful experience. Top 
merchandiser, good idea man. Prize lay- 
outs, some finish art. Selling copy. All 
‘round ad man plus executive ability. 
Agency or adv. manager. $10,000 min. 
Box 3720, ADVERTISING AGE 
__200 E. Illinois St., Chicago 11, Il. 


~ REPRESENTATIVES AVAILABLE 
Rep., Good sales record in retail and in- 
dustrial publications, wants to represent 
one publication on full time basis in East. 
Salary or arrangement. 

Box 3724, ADVERTISING —_ 

11 E. 47th St., New York, 17, N. Y. 
SEE ME~-for your Chgo ST aentetion. 
Still growing-be heavy weight eventually 

Box 3737, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
FOR SALE—TRADE PAPER 


and well established in neces- 
sary industry; 12 yrs. old; ideal location 
| in So. Calif.: price 


$35,000 
Box 3731, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
WEST COAST TRADE 
WEEKLY FOR SALE 

Leader in its field. Estab. 1934. Paid subs. 
national advertisers, headquarters, Los 
Angeles. Sound, profitable, personal rea- 
son for offering. Price $30,000, principals 
only. 

Box 3694, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

MISCELLANEOUS 
LARGE CERAMIC DESK ASH TRAY 
any color, with your name or initials 
on it. Sent on approval, $2.00 postpaid. 
Absecon China Decorators—Absecon, N. J. 
Big City Printing—Small Town Rates 
Art, typesetting; black and white and col- 
or process platemaking; letterpress and 
offset presses, single and multicolor to 
54 inches. Books, brochures, banners, fald- 
ers, maps and all general. Write for de- 
tails, send specifications for estimates. 
JOHNSON PRINTING INC. 

2219 Galloway St. Eau Claire, Wisconsin 


money for the firm. 


judgment. 


He can set up and profitably operate a 


PUBLIC RELATIONS DEPT. 
for an Advertising Agency 


A young, experienced public relations man wishes to build and 


manage a p.r. dept. for a good agency—preferably one he can 
buy into after demonstrating his ability to get clients and make 


Is aggressive but tactful. Loves to sell. Has a good record, sound 


| am glad to recommend him. Write—do not phone. 
JOHN ORR YOUNG, 113 West 57th St. 


, New York 19, N. Y. 


TRAFFIC MANAGER 
— AGENCY — 


We need the services of an expe- 
rienced traffic manager capable of 
assuming full responsibility for or- 
ganizing department routine, expe- 
diting and coordinating the work of 
art, copy, and production. Congenial 
surroundings. Salary open lease 
write — concerning your expe- 
rience and enclose picture or snap- 
shot 

All replies will be held in strict 
confidence. Location Chicago. Box 
7830, ADVERTISING AGE, 200 E 
Illinois St., Chicago 11, Ill. 


18,000,000 Annual Visitors 


will see this 
* NEW * 


MAXWELL 
SPECTACULAR 


on the world-famous 
Atlantic City Boardwalk 


R. C RG Maxwell Co Co. , Atlantic (a j 


< 


Top Notch 


ADVERTISING 
EXECUTIVE 


Available 


Manager of Advertising for looting 
Chicago food advertiser, handling 
multi-million dollar budget. 
Advertising Director large Brewer 
with three and one-half million dol- 
lar program 
Account Executive important Chi- 
cago advertising agency. 
(Three jobs in 20 years) Thoroughly 
experienced in pianning all phases 
of advertising, presentation of plans 
and budgets to directors and sales 
groups, distributors and dealers. Ex- 
pert on budget controls and practical 
management plans 
Write for full resume of business 
and personal background. 

Box 7832, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


managed SxBCUTINE with strong 
farm backg d. Excep- 
tional egpedunity in New York 4-A 
agency. Box 7833, ADVERTISING 
AGE, 11 E. 47th St., New York 17, 
N. Y. 
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* . "Based on 761,995 shares outstanding at Dec. 31, 1950. 
Earnings of Advertisers Tig Sas Soa et Pryrtiam Prom. Inc, meant 
"On Aug. 22, 1950, the company acquired the entire capital stock outstanding of Majestic Radio & William Prym Inc., manufac- 
an Euc, i= exchange fer SUGGS chares of $1 per vale stech and 1,600,000 chores of o2| turer of Prime “Cover Your Own” 
SHARE “Company has changed its fiscal year to conform to the calendar year beginning with the year 1951. DUttons and buckles, has named 
SALES EARNINGS EARNINGS The 4 on = Pe = for eight months—May 1, 1950, <7 Dec. 31, 1950. The 1949 fig- Norman D. Waters & Associates, 
COMPANY 1950 1949 1950 1950 1949 ,, ures are for a 12 mo New York, as its advertising agen- 
afar iw cities fund appropriations and after saving in 1949 of about $416,000 because of effect of ~ . : 
Abbott Laboratories $ 73.505.624 $ 67'552.355 $ 10,880,301 $ 10,010,500 $291 $ 2.68| Alabama, Tennessee & Northern loss on consolidated income tax return. cy, effective July 1. Beatty & Oli- 
Aeme Steet Co. 4.730.632 73.543 6.865.555 3.791308 343 198 | Net profit for 1949 is after deducting $60,412 adjustment due to foreign currency devaluation. ver is the present agency. 
Allegheny Ludlum Steel F 
ued nD oe lee me UY Dealers Sponsor Movies Joins Calkins & Holden eo cond we yar tuantetes 
haute G@aain te —— 605 $19.085t —-—- ——-|. The Big Four Chrysler Dealers, Edward A. Franck, formerly of ~ Bn AN ncading 
— Safety Razor Los Angeles, has signed to spon- Young & Rubicam, has been named Yeg Are Process color, agency and genera! 
A a oe doe eee 2 -4/ sor a series of full-length motion a radio-TV producer in the Chi- invited commercial work. 125 highly skilled 
american Sugar Refining sae. 6% pictures, Sundays on KECA-TV, cago office of Calkins & Holden, eS ee eae 
tallile mitten tines 291,590 277,188,249 10,006,610 = 7,950,504 15.31 10.75 7 Anqetes, 9:15-10:30 p.m. Carlock, McClinton & Smith. He ee ty op oe 
nchor ing arles . Stahl Advertising will produce the telecast, “Uncle 

Co. 83,671,060 70,551,108 5,785,352 4,404,832 385 289 ; z : . om 3 . ENGRAVING CO., INC. 
Anheuser-Busch Inc. 151,565,906 135,304.255 13,247,712 14,509'762 294 322, Agency, Los Angeles, is the agency Mistletoe,” which is sponsored by 4-4 
Baldwin Piano Co. —- 940,735 773,464 —— ——_ for the dealers. Marshall Field & Co. INDIANAPOLIS 6, INDIANA 
Bell & Howell Co. 16,868,019 13,328,116 1,760,402 447,765 3.52 22 
Boeing Airplane Co. 307,806,262 287,012,824 10,826,558 4,411,348 10.00 407 

-of-the-Month Club 14,044,851 14,125,136 1.225.610 1112935 136 124 
Borg-Warner Corp 330,924, 252,366,420 29,027,224 (046,885 16 89.16 
Botany Mills Inc. 39,158 37,403,487 1,028,541 877.402 113 83 
Butler Brothers 118,962,910 122,301,652 2.936.298 644,330¢ 221 — 
Cannon Mills Co. 172,360,270 135,080,527 7,209,988 8,919,590 348 430 
Capito! Records Inc. 12,316,319 11,496,399 201.060 60,4 : — 
Carnation Co. 325,931 245,605,362 9,484,113 7,764,599 1495 12. 
Chesapeake & Ohio 

Railway — 33,947,092 11,357,897 425 136 
Chicago, Milwaukee, St. Paul 

& Pacific Railroad — — 15,171,193 4,476,982 416 — 

Chicago, Rock Island & 

Pacific Railroad Co. — —  17,88859% 17,383,379 — — 
City Products Co. 72,120,300 78,824,813 4,738, 396,948 578 429 

y Corp 11/995,533 9.757.223 275,717 97.465 39 ‘09 
Columbia Broadcasting 

System — 4,105,329 4,184,079 —_—_ — 
Cooper-Bessemer Corp. 35,362,896 33,383,671 2.639.930 2.852.251 585 691 
Corning Glass Works 116,473,981 73,197,782 17,612,355 7,078, 653 256 
a Products Refining 

178,066,773 145,318,066 23,034,084 14,035, 844 864.87 
oun @. 220,066,910 174,894,798 16,745,171 8843887 648 3.17 
Davis Memorial Goodwill 

Industries 308,879 277,707 388,715 “oy —— 
Diamond T Motor 

‘ar Co. 27,089,509 21,278,922 328,981 148,581 78 35 
Dravo Corp. — 4,017,532 2,998, 791 5.88 
Eastern Air Lines — — 5,257,874 1,967,905 2.19 82 
Falstaff Brewing Corp. 37,576,148 38. 777,538 3,232,522 5,045,930 174 274 
rerro Enamel Corp. 33,445,186 ‘998 2:211,148 972,983 481 2.33 
Fruehauf Trailer Co. 127,682,991 3 621,923 8,620,035 2,805,276 5.59 LS59tt 
Gambie-Skogmo Inc. 129,739,250 122,683,032 4,065,137 287,176 151 —— 

—_— Container 

62,413,629 1,649,030 6,881,896 4,128,811 294 177 
Genera Portland Cement 

25,210,565 21,285,289 5,907,701 5,239,936 568 5.05 
cuit Safety Razor 

99,345,980 90,795,308 16, 629. 615’ 13,917,949 381 3.13 
Glass Fibers Inc. 3,328,286 991.684 265,35 —— —— 
Goebel Brewing Co.  19.458,524 16,008,466 1328, tid 2,030,870 123 137 
Goldblatt Bros. Inc. 94,622,003 90,660,689 1,966,312 1,524,439 260 2.00 
Grayson-Robinson Stores 

anc. 83,550,274 75,131,637 1,475,418 1,762,428 231 2.79 
Great Lakes Industries 

anc. 2,021,961 1,521,364 138,782 . 69 29 
Greyhound Corp. — — 11849854 11,593,280 125 122 
Guit Out Corp. — —— 111,139,605 100877041 980 6889 
Hoover Co. 41,906,116 31,146,534 2,908,350 1,326,901 338 148 
Mudson Motor Car Co. 267,219,749 259,597,308 12,002,274 10,111219 630 5.30 
Inland Stee! Co. 459,253,586 345,861,692 38,015,676 25,013,707 7.76 5.11 
International Nickel Co.226,071,.546 182,806,452 48,765,849 32,252,314 3.21 08 
Kellogg Co. 106,094,544 105,675,343 10,053,256 11,536,174 460 5.28 
Lestie Salt Co. 4,946 586 5,143,785 797,335 974,174 2.74 3.35 
Lite Savers Corp. 16,545,883 15,060,074 2,662,334 2,025,152 3.80 289 
McCall Corp. 35,586,315 34,910,645 1,396,037 1,464,199 229 240 
McLellan Stores Co. 640, 54,486,167 2.795.660 2534988 328 298 
Menge! Co. 42,477,760 26,431,102 2.744476 169,080t 466 —— 

Minnesota ates + 

Mtg. 152,806,313 114,925,274 20,318,904 14,352,081' 10.05 7.07 

Gartuy Ward & 

1,170,451,801 1,084,436,065 74,159,977 47,787,898 1119 7.13 
John Morrell & Co. 291, 219 300 "795.296 860.899 84. 1.08 10 
Munsingwea: Inc. 25,391,827 21,550,290 1,203,707 253,435 4.03 85 
Muter Co. 1,034,200 453,265 159 153 
National Stee! Corp. 37, 024, 73 424,892,845 57,814,974 39,311,269 785 5.34 
National Tool Co. 2,377,964 168, 95,361 7S Al 
Neisner Brothers Inc. 5. 239, 33 57,785,251 1,671,101 1,422,012 258 218 
Nekoosa-Edwards Paper 

Co. 19,460,066 15,951,826 1,870,928 871,928 540 251 
New York Central 

Railroad — — 19,614,125 13,470,641 304 2.09 
Gtis Elevator Co. 119,071,601 84,907,117 10,564,303 10,823,961 515 5.22 
Pabst Brewing Co. 147,395,258 168,994,970 11,243,240 17,311803 276 425 . ‘ 

Pennsylvania Salt Mfg. ” 
Co. 39,981,080 33,173,199 4,005,862 2,686,760 — 
Philadelphia Dairy 
Products Co. 44,055,580 44,950,774 —_ 1,383,693 17037 — — 
Philco Corp. 335,318,000 214,884,000 484,000 692, 450 158 
Pullman Inc. — —_— 9,842,262 5,496,834 449 2.42 
Reliance Mfg. Co. 41,313,158 36,361,765 746,477 569,199 134 97 
Remington Arms Co. 53244.448  37.534.770 5,263, 2.259160 68 28 in Basketball 
Republic Steel Corp. 888,314,828 656,898,258 63,794,711 46,142,323 1053 7.54 
alga insti Stats! sie Late Gin 
jleynolds etals . | 7 . Ny > , : 
nh +t For the second straight year, Davenport's Blue Devils have 
ee ee ae 
ring Corp . A \ ly ° 5 —_—_ _ : : 
Senich ine. ae 11.479.785 6,446,580 1'552.785 378 2.59 49 been crowned high school champions of Iowa. 

ars, Roebuc 

Co. 2,556,371,110 2,168,928,412 143,654,981 108,206,718 6.08 4.58 
Simplicity Pattern Co. — 459. 322,019" 62 4a 
Sinclair it Corp. — — 70,193,146 54,073,338 S581 451 

ny-Vacuum UF - 

. 1,367,112,433 1,226,698,775 16, 98,329,305 403 3.09 Ch Sales 
oss tte be 4,294,962 4,082,049 497,274 401,587 213 172 in lowa Store 

a ‘aper 

Mills Inc. 16,099,877" 14,959,417" 3,452,682 3,572,841 7.80 8.10 . 
gut tae Gn. ial nee February department store sales in Davenport were up 
Squar = im 46,328,815 35,177,817 4,977,521' 3,149,162 361 229 

bs aley . H 

115.280.203 ensesee? 4.708.289 0 4357,90) 830488 55.6 per cent over last year, to lead the entire state, accord- 
cote Ree gaa A et OS oe 

anley Works 514, ‘ . 700, I ’ 4 
oe ora mtn 1s $2 ing to the Federal Reserve Bank of Chicago. 

Stewart-Warner Corp. 80,482,372 54,609,713 4,584,936 2.163. 355 167 

Stone Container Corp. 17.098.835 11,356,902 1,761, 1137512 251 163 

Stromberg-Carlson Co. 37,672,385 29,597,011 974,731 478,056 279 —— 

Sun Oil Co. 495,529,426 — 291,41 25,177,875 602 4.57 

Texas Co. ; —_— ars 071,743 132,743,159 1082 9.62 . . * 
Trans World Airlines = 495, 3,729,000 268 154) ys in Ne 

Trav-ler Radio Corp. 13,892,485 7,014,871 {'isesst 299,122 152-39 

United Aircraft Corp. 270,736,874 505 «= «-13,204,128 10,093182 448 331 " ——ae 

nited Cigar- in ‘ ses H 
Slo Exp” 7445,868 754533957 eam oman With 26,104,406 lines of advertising in 1950, Davenport 

anadiwm Corp. 

America 29,320,874 17,592,312 34,12 490,203 551 ——| H H : 
ann... pistires ‘ossioc ‘Siviiss 2eiae Sh Ga newspapers are first in lowa — among the first in the nation. 
Whirlpsel Corp, 78,740,843 48,324,346 543, 3,043, 6.73 451) 

ite ing ne | 

Corp. 31,310,597 31,775,053 7,254 4,126,713 496 5.66") 
witem-Gey Con”, 6002572 1.965.998 waits 7t —— — Get your share of profits from the rich Quad-City area by advertising in THE DAV- 

. ‘ ‘ ‘ x ” . 
Zonite Products Corp. 4,316,348 4,523 289,243 M7765 0 (35 t ENPORT NEWSPAPERS, a “first” in every national newspaper advertising campaign. 


vation. 


On eo established by 3-for-1 stock split in 1950. 
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Federal Court Enjoins Mailers Union 
from Threatening Newspapers in N.Y. 


’ New York, April 11—A tempo- 
rary restraining Order was signed 
here yesterday by Federal Judge 
Vincent L. Leibell enjoining the 
Newspaper & Mail Deliverers Un- 
ion (independent) from calling 
strikes or otherwise seeking to co- 
erce New York newspaper pub- 
lishers to violate the Taft-Hartley 


Act. The order was made on mo- 
tion of the National Labor Rela- 
tions Board. 

The judge held that the union’s 
officers and members had shown 
themselves “thoroughly irrespon- 
sible” in their efforts to nullify 
provisions of the federal labor law 
abolishing the closed shop and pro- 


These 


HEIN 


Whether you want 
sales-producing cot- 
alogs of special 
manvals for goods 
made under Gov- 
ernment contracts, 
remember that | 
HEINN Binders./. 


@ Create the finest first 
nn 


@ Insure continved use 
of your catalog in buy- 
ers’ offices. 


@ Enable quick, 
changes in price 
product information. 


easy 
and 


@ Use exclusive, patent- 
ed Protecto Process to 
increase sales appeal. 


@ Guarantee you highest qual- 
ity to assure lowest opera- 
tional cost per catalog per 
year. 


ses MILWAUKEE 4, WISCONSIN 


eaders Know and USE 
Loose-Leaf Binders 


Write 
today .. 


no 
obligation 


THE HEINN COMPANY 


320 WEST FLORIDA STREET 


loose-leaf SYSTEM OF CATALOGING 


hibiting discrimination 
non-union employes. 


“To permit a comparatively few 


men to halt the publication of our 
city newspapers, in order to ac- 


complish a clearly illegal purpose, | 


is too great a threat to our freedom 


to let it go unchallenged,” Judge! 


Leibell declared. 


s “Although I am opposed to the 
issuing of injunctions against la- 
bor unions,” he said, “there are, at 
times, situations of great public 
interest where the reckless and 
law-defiant conduct of a few can- 


not otherwise be controlled. This 


is such a case.” 

The injunction is intended to re- 
strain the union until the NLRB 
has completed action on complaints 
it has issued against the union 
which charge unfair labor prac- 
tices by the union against the New 
York Daily News, Mirror and 
Times. 

Cease and desist orders directed 


against similar practices by the) 


union at the New York Herald 
Tribune and Journal-American 


have already been handed down) 
by the labor board (AA, Oct. 16,| 


50). 


e The judge found that orders of | 
NLRB have been disobeyed, and 
that enforcement decrees of the 
U. S. court of appeals against the 
publishers in the case of the Times, 
Mirror and Herald Tribune may 
also have been violated, “since the 
publishers of those newspapers 
have been forced by threats or 
work stoppages, or both, to dis- 
criminate against non-union men. 
“Even the pressure of other un- 
ions, which have collective bar- 
gaining agreements with the pub- 
lishers, has failed to convince this 
union that it should make and keep 
agreements with the publishers,” 


| the court declared. 


The Newspaper & Mail Deliver- 


ers Union last fall was the last of | 


against | 
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PROFIT O8 LOSS FOR 1950 COMPARATIVE OPERATING STATISTICS 
207 SOAs ManGAzuNES FOR 104 MAGAZINES 

1949 - 7950 
sg sraeaaziaes 2 magazines | PPmmaries 6 masazmes =“ 


PROFIT 


FOR POSTAL COMMITTEE—Borden R. Putnam of J. K. Lasser & Co. showed these 


charts to the House post office committee to point up the plight of many business 
papers and explain that higher postal rates would hit many of them hard. Lasser’s 


work was for the Committee of Small and Medium-Size Magazine Publishers. 


| nine unions to sign two-year con- 
tracts with 12 daily newspapers in | 
this city covering wage and other | 
agreements. 


Personna Sponsors Heatter 

Personna Blade Co., New York, 
(J. D. Tarcher & Co.) will join 
Gabriel Heatter’s list of sponsors, 
effective May 1. This means a com- 
plete sellout, Monday through 
Friday, for the Mutual commen- 
tator. Other advertisers on the pro- 
gram: Noxzema, Beltone, Vitamin 
Corp. of America and Pearson 
Pharmacal Co. 


McCaffrey Name 1 Media Head 


In addition to his duties as head | 
space buyer (AA, April 9), James | 


J. McCaffrey also will be media di- 
— of Anderson & Cairns, New 
ork. 


Sam Perry Forms Own 
| Ad Representative Concern 

Sam J. Perry, formerly with 
| Popular Publications as advertis- 
|ing manager of 
| the Popular Fic- 
| tion Group, has 
formed Sam J. 
Perry Associates, 
publishers’ ad- 
vertising repre- 
sentative, at 505 
Fifth Ave., New 
York. 

Mr. Perry was 
once associated 
with Robert E. 
Ward, newspa- 
per representa- 
| tive. He began his career as an 
advertising salesman for Fourth 
Estate, which was later combined 
with Editor & Publisher. 


Sam Perry 


Actual size. . . 
convenient for 
pocket or purse 


THIS WEEK PICK UP QUICK... 


and see for yourself! 


Teh Vee ht ewe | 


In Quick, the whole range of the week's news is edited 


A recent study shows that Quick 


and packaged for fast, convenient reading by busy, news- 
conscious people...men and women alike! 


has a higher 


percentage of female purchasers at the newsstands 
than any other weekly magazine. And... 


A tabulation of magazine sales at 76 Post Exchanges 


eee Fi 


and Ship's Services shows that more servicemen buy Quick 
at these outlets than any other weekly magazine reported. 


Advertisers in the current issue: 


Anacin Kleenex 
Cluett, Peabody Oneida Community Plate 
Curtiss Candy Pullman Travel 
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Hadacol Plans 
Introductory 
Drive in N. Y. 


Company Will Spend 
$1,000,000 in April, 
Marketing Group Told 


New York, April 10—Dudley J.) 
LeBlanc, state senator of Louisi- 
ana, thundered into town last week 
and told several hundred people 
at a meeting of the American Mar- | 
keting Assn. that within the next 
four or five months Hadacol, the 
medical panacea, will become a 
household word in this area. 

He also went into great detail 
and was obviously delighted at the 
opportunity to tell people from the 
“big city” how a country boy—who 
once sold tobacco for George 
Washington Hill for $17.50 a 
week and whose parents couldn’t 
speak English—parlayed a $4,000 
loan into a $20,000,000 a year pro- 
prietary business. 

Hadacol will spend approxi- 
mately $1,000,000 for advertising 
this month. It’s difficult to get an 
accurate breakdown on this figure 
because of conflicting statements. 


e Mac D. Hedrick, vice-president 
of the corporation and assistant to 
the senator in directing advertis- 
ing, promotion and sales, gave Ap- 
VERTISING AGE the following break- 
down: 

He said the company will spend 
$550,000 for ads in 1,219 daily 
newspapers; $100,000 for co-op 
newspaper ads; $75,000 for small 
space in 9,000 weeklies; $225,000 
on 950 radio stations for a mini- 
mum of four spots daily; $75,000 
for outdoor advertising, and a 
small expenditure in television and 
farm papers. 

These figures add up to $1,025,- 


Later, Sen. LeBlanc gave the 
press a breakdown that only added 
up to $900,000, despite the fact that 
it included $50,000 for magazines, 
a category not mentioned by Mr. 
Hedrick when he spoke to AA. 


® Questioned by a reporter as to 
the $100,000 shortage, the senator 
suggested adding $50,000 to news- 
papers, $25,000 to magazines and 
$25,000 to radio, which would 
bring the total up to $1,000,000. 

Hadacol will be in New York 
as soon as certain obstacles are 
overcome, according to Mr. Hed- 
rick. Among them: signing up the 
Dionne quintuplets to introduce 
the product, setting up a publicity 
office and completing distribution 
in the Philadelphia and Baltimore 
areas, where Hadacol recently 
was introduced. 


Johnson to Push Gift Offer 


S. C. Johnson & Son, Racine, 
Wis., will promote a dusting mitt 
gift offer with full-color pages in 
Everywoman’s Magazine, House- 
hold, Life, McCall’s and Western 
Family. Additional space is sched- 
uled for the New York Sunday 
Mirror and True Story, plus The 
American Weekly, Better Homes & 
Gardens, Woman's Day and 19 
Metropolitan Gro “— papers. John- 
son's bi-weekly show, “Star- 
light Theater,” also will mention 
the offer. Needham, Louis & Bror- 
by, Chicago, is Johnson’s agency. 


Offers Catalog Survey 


Ralf Shockey & Associates, 350 
Fifth Ave., New York, merchan- 
dising consultant, has prepared a 
comprehensive analysis of depart- 
ment store Christmas catalogs for 
1950. The study “provides retail 
advertising, merchandising and 
sales promotion executives with a 
detailed inventory of the most pop- 
ular mail order gift merchandise in 
specific terms of ‘times shown or 
mentioned’ and ‘strongest price 
point.’” 


Airs ‘Man's Best Friend’ 
Kendall Foods Inc., Los Angeles, 
manufacturer of a five-flavored 
dog food, has signed to sponsor 
“Man’s Best Friend,” a half-hour 
show on KTLA, Los Angeles, aired 
at 5 p.m., Saturdays. The new 
show is part of a regional adver- 


Kendall sponsors “Cowboy Thea- 
ter,” an hour show on KPIX, San 
Francisco, and will use spots on 
KFMB, San Diego. Dan B. Miner 
Co., Los Angeles, is the Kendall 
agency. 


| Green Joins Peter Pan 


Henrietta Ross Green, formerly 
assistant sales promotion man- 
ager with Butterick Co., has been 
appointed advertising and pub- 
licity director of Peter Pan Foun- 
dations, New York. She succeeds 
Mrs. Phyllis Schwartz, who has 
retired. 


Mail Order House to Junger 

My Friend in New York Inc., 
mail order house, has appointed 
Mort Junger Advertising, New 
York, as its agency. Limited na- 
tional promotion is planned. 


Valentine Heads Robinson: 
Other Officers Elected 

J. W. Robinson Co., Los Angeles 
and Beverly Hills department 
store group, has elected Edward) 
R. Valentine as president and | 
chairman of the board. Other of-| 


_— . |ficers elected are: George W. 
tising campaign now under way.) 


Johns, vice-president; Carlos M. 
Schneider, vice-president and sec- 
retary; Scott Webster, vice-presi- 


dent in charge of advertising, = 


Frank S. Balthis, secretary. 
Desaix Myers Jr. has resigned | 
as assistant chairman of the de-| 
partment of business and indus- 
trial economics at the Stanford Re- 


search Institute to join Robinson | 
as director of research and plan-| 


ning, effective April 16. 
Simmonds Appoints Newcomb 


Russell Newcomb, formerly with 
John Price Jones Co., has been 
appointed sales promotion and 
public relations director of Sim- 
monds Aerocessories Inc., Tarry- 
town, N. Y., designer and manu- 
facturer of precision aircraft 
equipment. He had been associated 
with Simmonds during World War 
II. 


| Free & Peters Shifts Two 

Free & Peters, radio-TV station 
representative, has named two di- 
visional television sales managers. 
John W. Brooke, with the company 
| for two years, will head the east- 
ern division in New York, and 
George F. Stanton, formerly of 
McCann-Erickson, will be assigned 
to the Chicago office as his mid- 
western counterpart. 
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Names Rev. Dempsey 

The Rev. Bernard W. Dem 
S. J., regent of the School of 
merce and Finance, St. Louis Uni- 
versity, has been named to assist 
in the organization of Nirmala 
College of the University of Del- 
hi, India, effective July 15. Father 
Dempsey is past president of the 
St. Louis chapter of the American 
Marketing Assn. 
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The record each moni 


Ff of the finest perfume 
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there’s nothing like 


3,263,000 U.S. radio homes 


within the 


daytime primary area.... 


WIR 


and Listenership 


GOODWILL STATION 
FISHER BUILDING 
DETROIT 2, MICHIGAN 
CBS 50,000 WATTS 


....there are 


WIR ‘4MV/M 


Team up with 


for Leadership 


WIR snc 


Represented nationally by 
Edword Petry & Company 
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Orange-Crush Names Two 

Orange-Crush Co., Chicago, has 
named J. V. Fort as assistant sales 
manager. Alden Fork has been 
named assistant to the sales man- 
ager. 


Bailey Joins Christiansen 

Robert Bailey, formerly man- 
ager of retail advertising of Sim- 
mons Co., has joined Christiansen 
Advertising Agency, Chicago, as 
an account executive. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and weekly news- 
popers in Minnesota, Wisconsin, 
lowa, North and Sovth Dokota, 
Montana and Nebraska. We can 
give you complete coverage on 
ANY SUBJECT, news or advertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 
1022 Lumber Exch. Bidg., Minneapolis, Minn. 


COLOR FOURSOME—Harold E. Fellows, new president-general manager of the 

National Assn. of Radio & Television Broadcasters and formerly manager of New 

England operations for Columbia Broadcasting System (extreme left), and Roy 

Marks, sales manager, WEEI, Boston, discussed plans for colorvision demonstrations 

in the Jordan Marsh department store in Boston with Patty Painter, “Miss Color 

Television,” and John Martin of the CBS research department just prior to Mr. 
Fellows’ appointment to the NARTB position. 


| Bureau of Circulations, and John | 


Advertising Age, April 16, 1951 


Oft-Record Talk By Gen. Marshall and 
Panel Groups Will Feature NNPA Meeting 


WasuincTon, April 10—An off-! 


the-record address by General 
George Marshall and panel dis- 
cussions on research, editorial and 
circulation promotion, television, 
the trade press, and classified, re- 
tail and national advertising will 
highlight the three-day national 
fact-finding conference of the Na- 
tional Newspaper Promotion Assn. 
at the Wardman Park Hotel here 
April 30, May 1-2. 

Defense Secretary Marshall's 
off-the-record talk on internation- 
al affairs will be given at the Mon- 
day luncheon meeting April 30. 
The Monday morning research 
panel session will feature Carl 
Nelson, 
Service, Chicago, with panel mem- 
bers H. H. Kynett, of Aitkin-Ky- 
nett Co., president of the Audit 


J. Flanagan, media director of Mc- 
Cann-Erickson. Also on the panel 


HOOPER PROVES 


THAT YOU'RE RIGHT WHEN YOU BUY 


KRNT 70 seu 
JOWA’S RICHEST MARKET 


THESE KRNT PERSONALITIES 


RACK UP THESE 
ASTRONOMICAL 


HOOPERS 


Bell, disc jockey 
ast (53.8%) 
(53.2%) 


= 


Gene Emerald, disc nt 
and singer — . 


Ee 


Russ Van Dyke, news- 
caster—15.5 (57%) 


a 


4 


Smokey Smith, western Al Rockwell, late- mag 5 Al sportscaster 
disc jockey and singer disc jockey — 3.1 Rt (36.7%) 
F —12.1 (36.3%) (39%) 


Charlies McCuen, news- 
caster—12.8 (70%) 


MORNING 
AFTERNOON 


19 firsts (1 tie) and 3 seconds out of 22 rated periods. 


EVENING 25 firsts and 12 seconds out of 56 rated periods, 

LATE EVENING 7 firsts and 1 second out of 8 rated periods. 
SUNDAY AFTERNOON 7 firsts and 3 seconds out of 12 rated periods. 
SATURDAY DAYTIME (4 firsts (1 tie) & 3 seconds out of 20 rated periods. 


16 firsts and 6 seconds out of 24 rated periods. 


KIRNT Leads Morning, Afternoon, and Evening 


KRNT scores THREE times more “wins” than the runner-up, and more 
“wins” by far than all 5 other Des Moines stations COMBINED! And look 
here: Any KRNT quarter-hour newscast out-Hoopers any newscast on any 


other station in Des Moines! (*C. E. Hooper Audience Index, Oct. ‘50 through 


Feb. ’51). Give a KATZ Man a call for the fabulous facts about this “Know- 
How, Go-Now!” station. 


Gordon Gammack, ex-war 
correspondent and news- 
caster—14.3 (49.7%) 


Bill Riley, “Money Man’’ 
—9.1 (35.7%) . 
“Hey Bob Show’ 15.7 
(66.1 


Represented by THE KATZ ACENCY 


of Publication Research | 


will be a representative of the Bu- 
reau of the Census and the Depart- 
ment of Commerce. 

That afternoon’s meeting cn 
editorial and circulation promotion 
will hear Vincent Jones, editor of 
the Observer-Dispatch & Press, 
Utica, N. Y., and C. D. O’Rourke, 
circulation manager of the Cleve- 
land Press. 


@ Speakers at Monday’s dinner 
meeting, on television, will be 
Louis Hausman, CBS vice-presi- 
dent in charge of advertising and 
| sales, and Wayne Coy, chairman, 
Federal Communications Commis- 
| sion. 

The luncheon meeting on Tues- 
| day will feature an “Inside Wash- 
ington” report by Thomas L. 
Stokes, Washington columnist. In 
the afternoon, William K. Beard 
Jr., president of Associated Busi- 
| ness Publications, will be the chief 
speaker on a panel devoted to “The 
Trade Press and Your Newspaper.” 
Joseph Katz, head of Joseph Katz 


Co., and Leo McGivena, agency 
head, will also participate in a 
panel. The speaker at NNPA’s 


annual banquet Tuesday evening 
has not yet been announced. 

Wednesday morning’s panel on 
revenue producing advertising 
promotions will feature Walter S. 
Campbell, president of the Assn. 
| of Newspaper Classified Advertis- 
ing Managers, and advertising 
manager of the Detroit Free Press. 
Don M. Bernard, ad manager of 
the Washington Post, will speak 
| on retail advertising, and the na- 
tional advertising picture will be 
| covered by John Ottinger, direc- 
| tor of promotion, Bureau of Ad- 
| vertising. The luncheon speaker 
| Wednesday will be Douglas Tay- 
_lor, secretary of the American 
Assn. of Newspaper Representa- 
| tives. 


Sets Mineral Water Drive 
Mountain Valley Mineral Water 
Co., Hot Springs, Ark., bottler of 
Mountain Valley mineral water, 
has begun a campaign aimed pri- 
marily at the medical profession, 
and stressing the therapeutic value 
| of its water. Color pages will run 
in Medical Economics. Direct mail 
also will be used. Hartogensis Ad- 
| vertising Co., St. Louis, is the 
| agency. 


Good Foods Appoints Sills 

| Good Foods Inc., Minneapolis, 
maker of Skippy peanut butter, 
has appointed Theodore R. Sills & 
Co., New York, to conduct a seven- 
state public relations program to 
increase the use of peanut butter. 
| The program will be concentrated 
in Minnesota, Iowa, Illinois, 
| Nebraska, Wisconsin, and North 
and South Dakota. 


Direct Mail Contest Starts 

Opening of the eighth annual 
25 Canadian Direct Mail Leaders 
contest has been announced by 
Provincial Paper Ltd., Toronto, 
which sponsors the event. The 
competition is open to all direct 
mail material produced in Canada 
ne Sept. 1, 1950, and Aug. 
o 3 ‘ 


} 


Appoints O'Shaughnessy 
Colman O’Shaughnessy, former- 
| ly an independent sales consultant 
in New York, has been named 
| sales manager of the Herbrand di- 
| vision of the Bingham-Herbrand 
Corp., Fremont, O. He also will 
direct advertising and sales pro- 
motion for the tool concern. 


Thornton Opens Agency 
John D. Thornton, formerly 
vice-president and southern di- 
vision sales manager of Brown & 
Bigelow, St. Paul, has formed his 
own agency, Thornton Co., with 
headquarters in Atlanta. The new 
| agency will emphasize advertising 
| specialties. 
Moss Names Shetferman V. P. 
Miles Shefferman has been 
named vice-president of Moss As- 
scviates, New York agency. 
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on Department Store Sales 


Wasuincton, April 9—Depart-| Oakland 18 «624 —10 
ment store sales throughout the $2”, Francisco a 
U.S. during the week ended March Salt cathe City = “ -—3 
31 were off 14%, compared with | _ Sette . = 


dollar volume of sales during the | rRevised. 
corresponding week of 1950. } 
In using the figures as an index Munsingwear Names Holt 
of business activity, however, the| Roger M. Holt has been ap- 
Easter dates for the two years rust} pointed advertising manager of 
be considered. Easter in 1950 was|Munsingwear Inc., Minneapolis, 
April 9, while this year it was| Succeeding Mrs. Betty Winn, who 
March 25. has resigned. Mr. Holt was for- 
Th he 14 decli Its merly in charge of the advertis- 
us the 14% decline resu ‘Siing department of Maurice L. 
from a comparison of last year’s Rothschild-Young Quinlan 
second pre-Easter week ani this| Minneapolis, and Maurice L. 
year’s first post-Easter week. It| Rothschild & Co., St. Paul. 
will be at least two or three weeks 


Peoples Gas Boosts Cassidy 


Clayton G. Cassidy, advertising 
manager, has been appointed di- 
rector of public relations and ad- 
vertising of the Peoples Gas Light 
& Coke Co., Chicago. In his new 
position, Mr. Cassidy heads a new 
department, which includes three 
managers—Raymond W. Fenton, 
formerly assistant advertising 
manager, manager of advertising; 
Daniel H. Mowat, manager of press 
relations; and Charles J. Morse, 
manager of publications. 


S & F Expands TV Show 

Smart & Final Co., Los Angeles 
wholesale grocer, has increased its 
Doye O'Dell “Cowboy Thrills,” on 
KTLA, Los Angeles, from a half- 
hour to a full hour show. The pro- 


days and Saturdays. Dan B. Min- 
er Co., Los Angeles, is the agency. 


| C. & S. Appoints Bounds 

George E. Bounds, formerly with 
Webb & Knapp, New York, de- 
veloper of real estate properties, 
has rejoined Chicago & Southern 
Air Lines, Memphis, as director 
of public relations. He succeeds 
Larry E. Keil, who has resigned. 
Mr. Bounds had been with the air- 
line from 1940 to 1946 as director 
of publicity. 


‘Gilman Joins KGO-TV 

Allan Gilman, formerly with 
Station KCBS, San Francisco, has 
joined the sales staff of Station 
KGO-TV, San Francisco. 


Joins Hoefer, Dieterich 
Harley M. Leete has joined 


Co.,| gram is telecast Tuesdays, Thurs- | Hoefer, Dieterich & Brown, San 


Francisco agency, as an account 
executive. 


Starrett Gets New Prexy 

Frank D. Langstroth, formerly 
general manager of sales and com- 
mercial relations of Lansdale 
Tube Co., a Philco Corp. subsidi- 
ary, has been named president of 
Starrett Television Corp. New 
York. He replaces R. D. Burnet, 
who had held the post since Aug- 
ust, 1950. 


_ DISPLAYS 


COPELAND DISPLAYS, INC. 


3 
: nomical, merchandising displays that sell. 
537 West 53rd Street, New York City 


before 1950 and 1951 comparisons 
again become reasonably valid. 
The declines in sales for the 
week ended March 31 were great- | 
est along the Eastern Seaboard and | 


DEPARTMENT STORE If - 
SALES INDEX 


be | 


\ 


THE DAILY NEV 


Week to Mar. 31, 51* p259 
Week to Apr. 1, '50*....301 
Week to Mar. 24, '51*..304 
Week to Mar. 25, ’50*..279 
Month of Feb., '51*....p261 
Month of Feb., ’50*......225 


CPOT MOVIE COMMERCIALS 


GUA, 
10k 


oxen Recent ‘ 
P. ary. 
oy Woulc 
in the St. Louis Federal Reserve ‘ss — GUATE 
district. The South, most midwest- lected screens 
ern states, the southwestern area ann theatres avail- Every or pate full perform- ca) chang 
and Pacific Coast states recorded -A radi The Media ‘board at right 1enngt | your film a ory week 08 which | titude fed 
less-than-average sales declines, rent's at- * <seyes to the sur- during © scheduled. |thet “st 
though there were isolated excep ists and| should — ee advantages you ims are vided | clearly des 
~_ o8 t = nroVv 
tions. the past) pas ovie Commer- | gy are wor 
Atlanta and Wichita, up 15% \ by @ few mor 
and 12%, respectively, were the congress) © ¥ 
only cities reporting sales increases mmaut, 
for the week. wr, 
According to Department of 
Commerce estimates, sales of serv- 
ice and limited function whole- 
salers totaled $6,608,000,000 in 
February, 1951, compared with 
$5,035,000,000 in February, 1950. 
Inventories of the same whole- 
salers in February this year were q 
estimated at $8,821,000,000, com- : ° 
pared with $7,054,000,000 in Feb- The Media Scoreboard at right 
ruary a year ago. should open your eyes to the 
% Change from ‘0 
Week Ended isi 
Federal, Reserve Mar war Sur surprising hatful of 
? istrict an ity . 
UNITED STATES ug —u advantages you get with Spot 
a +s t= Movie Commercials. And here 
— a Memenromsor 
: rovidence 12 2 3 are a few more interesting 
. Y r) o = 
Newark — 16 «ro —I7 facts: 
a5 Pe 
w oO! . — 
Rochester enn 8 7” =—— 
yracuse , rl] — ‘i 
Phi 18 rll —19 
Pipmiadeiphia i r : = There are 14,750 theatres available, large and 
trict .. — . 
Akron = ~<a 4 ¢$ 2 small, in almost all markets on a completely 
incinna ° . ° 
veland 19 +O —12 . . . p : ‘. ‘ 
Columbus 7 8 =e selective theatre-by-theatre basis. They give signatures provided if desired. : 
° oO — . . 
E om 20 —18 ! 
itsbureh * a = you a total possible audience of 40,000,000 
Washington = e 16 i 2 ; Consider using Spot Movie Commercials. We will 
timore . — 
“Birmingham i "2 = Every theatre selected screens your film at every prepare theatre coverage plans for you or your 
Miami . r . . . . . . . 
Ww . 
Atlanta Bw oe full performance during every week for which agency without cost or obligation. Write, wire, or 
chieage Disiiet eR Spot Movie films are scheduled. Local dealer phone our nearest office for complete information. 
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indintepslia “ 5 2 —16 
co _ ae 23 . al 
Milwaukee ...... 0 $ —<4 
St. Leuis District 3 9 —2I 
Little Rock .. 0 22% —29 
Louisville ...... 2 9 —22 
St. Louis Area 1 6 —22 
Memphis 10 12 —19 a = a 
Minneapolis District — —8# —15 
(ESE EE ovie Advertising Bureau 
St. Paul ..... —3 —13 —17 
Duluth-Superior 2 0 0 
epee Sey Sane 13 ie MAEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 
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Carter Salutes Cities 
in Trade Ad Campaign 

Using the theme “Salute to the 
Cities,” William Carter Co., Need- 
ham Heights, Mass., underwear 
manufacturer, has launched a new 
trade advertising campaign paying 
tribute to the country’s merchan- 
dising centers. First of these b&w 
spreads, “Carter’s Salutes New 
York,” appears this month in 
trade publications, and lists the 
names of nine leading. stores 
which carry five or more lines of 
Carter merchandise. A_ tentative 
list of future cities to be saluted 
includes Boston, Chicago, Cleve- 
land, Detroit, Los Angeles, St. 
Louis and San Francisco 

Ads are running in Boys’ Out- 
fitter, Daily News Record, Depart- 
ment Store Economist, Infants’ & 
Children's Review, Lingerie Mer- 
chandising and Merchants’ Trade 
Journal. Batten, Barton, Durstine 
& Osborn, Boston, handles the ac- 
count 


‘Homestead’ Office Moves 


The New York office of New 
England Homestead has_ been 
moved to 33 W. 42nd St. 


‘Bulu the Zulu,’ New Merchandising Doll, 
Will Bow at Bloomingdale's and in ‘Look’ 


New York, April 10—Bulu the 
Zulu promises to be a lulu. 

In Zulu language Bulu means a 
red lizard. In English, Bulu the Zu- 
lu, a warrior doll, probably means 
a new merchandising bonanza on 
the scale of Hopalong Cassidy and 
Howdy Doody. 

Bulu the Zulu will be intro- 
duced consumer-wise with three 
and one-half full-color pages in 
the May 8 Look, on the newsstands 
April 24. Bulu met the trade on 
March 28 with four pages of ads 
and two of editorial in Women’s 
Wear Daily. 

Simultaneous with the Look 
story, Bulu, in many of his mer- 
chandising forms, will be available 
exclusively throughout Blooming- 
dale’s department store. After May 
1, Bulu, a chocolate-colored Zulu 
doll, will start going national. 


e Bulu has most of the attributes 
to be a “natural” in the mer- 


a 


tember 1950. 11:30 to 
32-00 Noonan, Monday 
through Friday. 


Featured as a disc jockey on 
Waa MCE tae decree 


Dry Skirn Milk. 


No Television Station 
WMCT, M 


; y 
Friday, trom 5:00 @ 5:15 
p. m. for Perel & .Lowen- 
seein, * Di 
of the South”. 


To know your market, it's 
necessary to know the 
people who make up that 
market. 


Eddie Hill is a sample of the 
type shows that WMC is 
constantly programming to 
the more than 800,000 radio 
homes in the Memphis mar- 
ket area. Today, Eddie Hill 
is a triple-threat star, who 
has proved his ability to move 
merchandise in the Memphis 
market area. 


and here's what 
the sponsor thinks 
of Eddie 


**We think Eddie Hill is one 
of the truly great personali- 
ties to be developed on 
WMC-WMCF in the past 
twenty years. We see tangi- 
ble results of his endorsement 
for Philco products in the 
form of increased sales. We 
like him.’’ 
signed) 


Memphis, Tennessee 


chandising field, and then some. 
He is authentic, easily applicable 
to many phases of retailing, such 
as clothing, furnishings, jewelry, 
books, novelties and toys. 

Bulu is the copyright property 
of African born and bred Jack 
Davis, president of Bulu African 
Enterprises Ltd. Originally a cus- 
tom-made doll made by Jack for 
a little friend, Bulu is now licensed 
to 26 manufacturers. Aside from 
ready-to-wear apparel, such as 
blouses, sportswear, pajamas, neg- 
ligees, bathing suits, shirts, etc., the 
Zulu figure will also be used on 
jewelry, beads, hosiery, hats, towel | 
sets, belts, yard goods and dolls. 


es Two and one-half years ago, 
when Mr. Davis first showed the 
Zulu doll to some of his friends, 
they pointed out the possibilities of 
mass marketing the figure, which 
had actually been created by Zulu 
tribesmen. The fact that he was a 
South African (of British parents) 
with a knowledge of Zulu customs 
and language and many Zulu 
friends would make excellent pro- 
motion material. 

Mr. Davis, who was then Pacific 
Coast manager for the McCallum 
Hosiery Co., eventually hit upon 
the euphonious name, Bulu the 
Zulu, and in May, 1950, decided to 
see what could be done to mer- 
chandise Bulu. 


@ Things didn't go too well until 
Mr. Davis’ brother Ted—still in 
South Africa—sent over some Zulu 
sculpture and beadwork. These ob- 
jects, with their intriguing, authen- 
tic African background, interested 
some manufacturers in the promo- 
tion possibilities. Then the fashion 
industry became aware of a trend 
to African motifs, sparked by cur- 
rent movies and literature. 

Subsequently, Edwin Rosenberg, 
president of Glensder Textile 
Corp., signed as the first licensee, 
for Glentex scarves. As of this 
writing there are 26 licensees, 
signed at a 5% royalty to African 
Enterprises. 


e Bloomingdale’s got wind of Bulu 
when Fuller Fabrics, one of the 
licensees, submitted some prints 
for promotion last year. Store ex- 
ecutives decided that the central 
theme—namely, a recapturing of 
the African primitive in fashions— 
had distinct volume promotion pos- 
sibilities. After conferences, it was 
decided that ten departments in 


BULU THE ZULU—This is the Africon war- 
rior that is expected to stort a new 
fashion trend. It will appear on wearing 


apporel, home furnishings, accessories, 
and toys and games, among others. 


the store would participate. 

For the first weeks Blooming- 
dale’s will be the only store in the 
nation handling Bulu, and will be 
the only store mentioned in the 
Look story. 

After May 1, stores which will 
run promotions, exclusive in their 
cities, are: Jordan Marsh, Boston; 
The Boston Store, Milwaukee; 
Strawbridge & Clothier, Philadel- 
phia; L. Bamberger & Sons, New- 
ark; and Bullock’s, Los Angeles. 
Stores in other cities may par- 
ticipate in the promotion on a non- 
exclusive basis. 

Mindful of the possibilities of 
Bulu becoming a flash-in-the-pan 
enterprise, Mr. Davis is going all- 
out to make and keep Bulu a na- 
tional celebrity, by bringing over 
as much of the pulse of Africa as 
he can, and exploiting it. If plans 
materialize, he hopes to bring to 
this country a Zulu warrior garbed 
in traditional dress. 


s Some time in June he expects to 
ride up Fifth Ave. scated in a Zulu 
rickshaw drawn by someone at- 
tired in the colorful native costume 
of a rickshaw carrier. 

Wesley Associates, Bulu’s mer- 
chandising and promotion counsel, 
has arranged much of the mer- 
chandising promotion. On tap, ac- 
cording to Wesley, is: 

1. A song, “Bulu the Zulu,” to be 
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published by MGM Records. 

2. A Bulu the Zulu dance step, 
|to be popularized by the dance 
| masters of America. 

3. A Bulu the Zulu drink. 

4. A Bulu the Zulu hair style, 
created by American Hair Design 
Institute. 

5. Personal appearance tours and 
publicity writeups for Mr. Davis. 

6. Television and newsreel ap- 
pearances for Bulu the Zulu. 


e Wesley is unable to report on 
specific advertising promotions at 
this time, other than to say that 
co-op advertising is planned. 

Among Mr. Davis’ plans is the 
souvenir distribution of imported 
Zulu lucky beans, and licensing for 
such unrelated items as shoe laces, 
key chains, and canasta and bridge 
scoring pads. Simon & Schuster 
will publish a series of juvenile 
books next spring. Bulu Enter- 
prises also is negotiating for comics 
books. 

Licensees to date are as follows: 
Fuller Fabrics (which has made 
arrangements with Lowenthal- 
Gardiner); Coco Sportswear; 
Loomtogs Inc.; Derby Sportswear; 
Leslie Marshall; Flobert Co.; Par- 
Form Originals; Royal Robes; 
Youngwear Inc.; Kingswood 
Sportswear; Eagle Bros.; Joseph 
Love; Advance Pattern Co. 

Also licensed are: Coro Inc.; 
Colonial Bead Co.; Glensder Tex- 
tile Corp.; Madcaps Co.; Vogue 
Belts; Larkwood Hosiery Mills 
Inc.; Ideal Toy Corp.; Allison Mfg. 
Co.; Spatz Bros.; Muller & Sper- 
ling; Cele Mfg. Co.; and Pickwick 
Knitting Mills. 


Harvey Signs ‘Dr. Fixum’ 

Harvey Lumber Co., Chicago, is 
sponsoring the “Dr. Fixum” show, 
which features Al Youngquist with 
household hints, Thursday nights, 
10:30-11:30 p.m. on WENR-TV, 
for a 26-week period. M. M. Fisch- 
er & Associates, Chicago, is the 
agency. 


Greensboro TV Sets Up 6.494 


According to figures received 
from television dealers and dis- 
tributors in Greensboro, N. C., the 
estimated number of sets using 
WFMY-TV services as of April 1 
was 63,949, up 6,494 since the end 
of February. 


White Appoints Suttle 

White Sewing Machine Corp., 
Cleveland, has named Elliott R. 
Suttle, formerly director of sales 
training of Brunswick-Balke-Col- 
lender Co., to the newly created 
position of director of sales train- 
ing. 


A NUMBER 1 TARGET FOR SALES IN 1951 


GARY 


Metropolis 
of Indiana 
Industry 


QUICK MARKET FACTS 


the second largest city 
in the state 


The one medium you can be sure will deliver 
your advertising with sales producing impact 
in the Gary Trading Area — 


—= 


NBC-5000 
WATTS —790 
MEMPHIS 


W MCE 200 0 simuttancousty dupticating AM Schedule 


WINNS 


Netionol 
Representotives, 
The Branhom 
Company 


| W M C T First TV Station in Memphis and the Mid-South 
\ ; 
Owned ond Operated by The Commercial Appeal 


—— 


@ Home of the largest steel mills in the 
world. The defense program will create on 
ever increasing demand for steel. 


@ The Gary Area ranks highest in in- 
dustrial employment in Indiana, and twenty- 
third in the nation. (Iron Age) 


@ Gary is the principal retail trading 
center for Lake and Porter Counties. Total 
population in excess of 400,000. (U. S. 
Census 1950) 


@ Buying power of these counties in 
excess of $525,000,000 annually. (Sales 


_ Management) 


THE GARY 
POST-TRIBUNE 


Gary’s only newspaper 


Has more than double the effective coverage 
as have all Chicago dailies combined. 


National Representatives: BURKE, KUIPERS & MAHONEY 
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Along the Media Path 


e@ Stations WFAA and WBAP, 
(570ke), Dallas and Ft. Worth, are| 
installing a new directional anten- 
na system and transmitter at 
Grapevine, Tex., where the 
WFAA-WBAP (820kc) transmit- 
ter building is located. Cost of 
the new installation is estimated 
at approximately $200,000. 


e@ Beginning with its April issue, 
Motor Age will add a new jobber 
executive section, with news and 
other editorial material of interest 
to automotive jobbing executives. 


e@ Sporting Goods Dealer's annual 
“Let’s Play Ball” promotion (April 
14-21) this year will highlight the 


| 75th anniversary of the National 


@ Omnibook, which opened its 
pages to advertisers last Septem- 
ber, reports that two-thirds of the 
advertisers using space in the first 
four ad-carrying editions have re- 
ordered and that half have doubled 
their space orders. The other one- 
third “are still on the fence,” ac- 
cording to the publication. 


@ The September issue of Scien- 
tific American will be devoted to 
“human resources of the U. S.” and 
will include a balance sheet on the 
supply and demand for manpower 
in the American economy, an anal- 
ysis of the capacities of the labor 
force and an assay of the nation’s 
intellectual resources. 


e Curtis Publishing Co. has is- 
sued its second annual Nationwide 
Vacation Travel Survey, based on 
a poll of 4,000 families. The report 
shows that 54.2 of the families took 
vacation trips last year, with Au- 
gust, July, June and September as 
the peak travel months. Copies are 
available from the Curtis research 
department. 


@ In 1950, California Dairyman 
carried 554.8 pages of display ad- 
vertising—more, the publication 
contends, than any other dairy- 
man’s publication in the U. S. 


e@ The May issue of Living carries 
58% pages of advertising, more 
than 100% more than the May is- 
sue last year. It is Living’s largest’ 
issue to date. 


e@ American Home has scheduled 
an April promotion, “Dreams You 
Can Buy,” to coincide with the an- 
nual bedding manufacturers’ Sleep 
Show Week. A total of 526 depart- 
ment stores will receive the pro- 
motion kit and 64 are definitely 
committed to a tie-in. 


e@ Station KCMO-FM has pub- 
lished a new folder on the role) 
Transit Radio can play in civil 
defense activities. 


@ The New York Herald Tribune | 
carried a 32-page section in the 
March 18 issue saluting Paris on) 
its 2,000th birthday. 


e@ With its April issue, Woman’s| 
Day marks its fourth successive | 
1951 revenue increase, compared 
with corresponding issues last. 
year. The April issue is up 24% 
in revenue and the cumulative 
linage increase for the first four 
months is 17.5%. 


e@ In its Nov. 26 issue last year, 
The American Weekly carried an 
article describing the plight of 
Patricia Grover, a nine-year-old 
shut-in who lives in Camden, N. J. 
More than 250,000 pieces of mail, 
dolls and other gifts poured into 
the Grover home before Christmas 
—and mail still is arriving. 


e Among newspapers now dis- 
tributing weekly television pro- 
gram guide booklets are the Des 
Moines Register and the Chicago 
Daily News. 


e@ The Lion, with its revised for- 
mat and editorial policy, showed 
a 28% increase in advertising 
linage during the first quarter of 
1951, compared with the same pe- 
riod last year. The Spanish edition, 
El Leon, showed a 36% increase. 


League and the 50th anniversaries 
of the American League and the 
minor league’s National Assn. 


e Station WTIC, 50,000-watt 
Hartford NBC affiliate, on April 
17 will ship 1,000 newly hatched 
chicks to Europe by air. The ship- 
ment is the first instalment of a 
gift from Connecticut poultry 
farms to the 4-H Clubs of Austria. 
The baby chicks will be distrib- 
uted in lots of 25. 


@ More than 


NEW HOME—The Hartford Courant, probobly the oldest ne of fi 


- 


publication in the U. S., has formally dedicated its new building, ‘located on Brood 
St. in Hartford. The paper, established in 1764, completed its move on a Saturday 
night, i diotely after publishing a Sunday edition. 


1,500 chain drug e The Journal, Portland, Ore., on 
stores cooperated in True Story’s March 26 published a 100-page 
second annual beauty promotion, paper, its largest daily paper to 
and a new 24-page brochure issued date. Included in the edition was 
by the publication describes the a 72-page special section, Mary 
result. Cullen's Homemakers Guide, with | 


a lengthy reference file on food, 
recipes, home furnishings, garden- 
ing, recreation, fashions and ap- 
pliances. 


e@ Wallaces’ Farmer & lowa Home- 
stead has issued a new circulation 
statement analysis based on its 
Dec. 16 issue 


@ Woman's Home Companion has 
consolidated its merchandising 
activities in one department, under 
Ninki Hart. Her new title is direc- 
tor of merchandising. Purpose of 
the move is to make it possible for 
the publication to step up its 
schedule of promotions in the 
home equipment, fashion, interior 
design and beauty fields. 


AMALING Ait 
Jhht SAVER 
for “aller 


$5 RUDDER CEMENT co. 


MC Mian Awe ? 


oceania -AMMTI OS tar 4 


"We were going to change it, sir... but since you're 
also a big advertising man, we thought...” 


ding 
Combined City and Retail Tra 
Zone Circulation 


so 442 


Searce: ABC Publishers’ Statements, 


4) 


any Cincinnati daily. 


ao 7 2 


a7? 


46 
Sept. 30 of each year 


“a as 


Digested these facts, recently? More and 
more and more...Cincinnati is a morning- 
newspaper town! Today, the Cincinnati 
Enquirer has the largest combined city 
and retail trading zone circulation of 


Represented by Moloney, Regan and Schmitt, Inc. 
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Appoints Grant Advertising ANPA Survey Shows 90% of Dailies Are 5¢ 


Grant Advertising, Chicago, has 
been appointed to handle the con- 
sumer products account of Ameri- 
can Hair & Felt Co., Chicago, man- 
ufacturer of Ozite and Castle rug 
cushions. 


Brock Appoints Clements 

Brock & Co., Philadelphia, fro- 
zen French fried potatoes, has 
placed its advertising with Clem- 
ents Co., Philadelphia. 


FREE COMPREHENSIVE 
fe LAYOUTS! 


and wea 


t modern art that ’ 
r/ to CREATE and - 


multi- 
THE ONLY. “ Chgop ere 
ORGANIZED ART SERVICE 


bre meray ’ gencies ‘aa many clam 
are ng ally n ethod for the preparation ol 
more effect t printe 1 matter t 


multi-ad services. tme.. 105 Walnut St PEORIA ILL 
CREATORS of MULTI USE TOOLS for GETTER OFFSET LAYOUT and COPY 


New York, April 10— 
the annual survey of the Ameri- 


can Newspaper Publishers Assn., | 


on single copy prices of daily and 
Sunday editions of newspapers, 
have just been released by the as- 
sociation. 

Daily newspapers retailing at 5¢ 
represent 90.5% of the total re- 
porting, compared with 87.9% in 
1950. The number of newspapers 
selling at 5¢, 7¢ and 10¢ increased 
this year, while the number of 
newspapers selling at 2¢, 3¢ and 4¢ 
decreased. One paper is selling at 
6¢. The one paper selling at 15¢ is 
a business daily. 

Sunday editions, the survey 
shows, that are retailing at 10¢, 
represent 51.2% of the total news- 
papers reporting, compared with 
49.1% in 1950. The 


15¢ increased this year, while the 
number of 5¢, 7¢ and 8¢ papers de- 
creased. The number of 12¢ and 
20¢ papers remained the same as 
last year. 


Details of 


number of | 
newspapers selling at 9¢, 10¢ and} 


Here is a breakdown of news- 
papers reporting to the ANPA: 


Dailies (1,762) Sunday Papers 

Price 1951 1950 Price 1951 1950 
(504) (507) 

2¢ 5 6 Se 118 
3¢ 56 7 7¢ 2 3 
4 77 104 ¢ 2 3 
Se 1594 1,547 9¢ 2 1 
6¢ 1 10¢ 258 250 
7¢ 20 17 laze 7 7 
10¢ 8 15¢ lu 109 
15¢ 1 1 20¢ 1 1 


Window Group Incorporates 


Announcement has been made 
of the incorporation of the Nation- 
al Combination Storm Window & 
Door Institute Inc., to represent the 
interests of the industry, according 
to Charles E. Hunter, president 
of the Hunter Mfg. Co., Bristol, 
Pa. Mr. Hunter has been reelected 
president of the organization. 


Resigns Harrison Account 

J. M. Mathes Inc., New York, 
has resigned the advertising ac- 
count of A. S. Harrison Co., South 
Norwalk, Conn., manufacturer of 
Preen floor preparation, Wall Wax, 
K-T  self-polishing wax, and 
Preener wax applicator. 


TO COVER THE “y | = 


. . « IOWA, NEBRASKA, 
MISSOURI, 
KANSAS, and 
COLORADO . 


MIDWEST FARM 


and RURAL TOWN MARKET 
at LOW COST 


Capper's Week 


. its 


Yes, this vast, prosperous, able-to-buy 


Farm and Rural Town market area in- 


cludes lowa, Nebraska, Missouri, 


Kansas 


and Colorado — where Capper’s Weekly 


can do the sales job for your product at 


low selling cost 


Try Capper’s Weekly and let it prove 


what it can do for you! 


Cappe 


Topeka, Kansas 


I's Week 


912 Kansas Avenue 


APPER 
PUBLICATIONS INC. 
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will be accepted. 


stated. 


tribution. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The fourth annual Market Data Section of ADVERTISING AGE 
will appear in the May 14 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
were listed in the section, and readers of ApverTisinc Ace sent 
in requests for more than 25,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1950, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 


4. It must be received before April 20, 1951. 

Market data material scheduled for publication before Sept. 
1, 1951, will be listed in a “not yet published” tabulation, pro- 
vided that a 100-word description of each such item reaches 
ApverTisinc Ace before April 20. The description must include 
probable date of publication and any conditions attached to dis- 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertisinc Ace, 200 E. 
Illinois St., Chicago 11, with any necessary explanatory notes. 


Appoints Morton Collins 

Morton Collins, formerly man- 
ager of Howe Service Inc., Evans- 
ton, Ill., has been named an ac- 
count executive of Howard G. 
Mayer & Dale O’Brien, Chicago 
public relations concern. Mr. Col- 
lins also was formerly publicity 
director of Pabst Sales Co., Chica- 
go. 


Borg-Warner Names Brick 

Carl R. Brick has been named 
an assistant to Roy C. Ingersoll, 
president of Borg-Warner Corp., 
Chicago. Mr. Brick had served the 
company as industrial training 
consultant. 


Marketers Elect Fitzmorris 

Edward J. Fitzmorris, research 
manager of the Buffalo Courier- 
Express, has been elected presi- 
dent of the newly formed Buffalo 
chapter of the American Market- 
ing Assn. Theodore J. Graf, a re- 
search contractor, has been named 
secretary -treasurer. 


Pease to Guenther, Brown 

Pease Woodwork Co., Northside, 
O., manufacturer of Peaseway and 
Pease-Fabricated homes, has ap- 
pointed Guenther, Brown & Berne, 
Cincinnati, as its agency. Plans 
call for consumer and trade pub- 
lications. 


TO CASH IN ON AKRON’S 


¥. a ved new 1s 1a 
AND THE EXCLUSIVE FAMILY COVERAGE OF THE 


BEACON JOURNAL 


Akron Buyers READ LOCAL, THINK LOCAL and BUY LOCAL 
To secure your shore of sales in this rich market place your 
messages in the ONLY newspoper thot influences local Akron 


buying 


avron BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 


Represented Nationally by: Story, Brooks & Finley 
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*Indicates first listing in this column. 


April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago. 

April 17-20. American Management 
Assn., packaging conference, Atlantic 
City, N. J. 

April 19-21. American Assn. of Ad- 
vertising Agencies, 33rd annual conven- 
tion, The Greenbrier, White Sulphur 
Springs, W. Va. 

April 19-21. Canadian Daily News- 
Papers Assn., annual meeting, Royal 


York Hotel, Toronto. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland. 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C. 

May 2-4. Assn. of Canadian Adver- 
tisers, 36th annual conference, Royal 
York Hotel, Toronto. 

May 10-12. International Council of 
Industrial Editors, 10th anniversary con- 
vention, Congress Hotel, Chicago. 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va. 

May 17-18. Public Utilities Advertising 


Assn., annual convention, Hotel New 
Yorker, New York. 
May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 

May 28-29. National Assn. of Magazine 
Publishers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa. 


| Huyler’s Files Voluntary 
| Bankruptcy Proceedings 


May 28-31. Periodical Press Assn., an- | 


nual meeting, Royal York Hotel, Toronto. 

May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York. 

June 1-3. National Business Publica- 
tions, spring meeting, The Homestead, Hot 
Springs, Va. 

June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn. 

June 7-9. California Newspaper Adver- 
tising Managers Assn., Claremont Hotel, 
Berkeley. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

*June 11-13. Mechanical conference, 
American Newspaper Publishers Assn., 
Edgewater Beach Hotel, Chicago. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmupoli- 
tan Hotel, Denver. 

June 18-22. National Advertising Agen- 
cy Network, 20th annual national con- 
ference, Moraine Hotel, Highland Park, 
Tl. 


June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver. 

July 7-13. International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18. 

Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York. 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
ciaity Fair, Palmer House, Chicago. 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York. 


Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia. 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Hotel 
Schroeder, Milwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 

Boston. 


Oct. 15-16. Inland Daily Press Assn.. 


67th annual meeting, Congress Hotel, 
Chicago 
Oct. 15-16. Agricultural Publishers 


Assn., annual meeting, Chicago. 

Oct 17-19. Direct Mail Advertising 
Assn., 4th annual conference, Schroeder 
Hotel, Milwaukee. 

Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 


Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago. 
Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 


Beach Hotel, Hollywood, Fla. 

December (date not yet set) American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. \ 


| 


Huyler’s, New York candy man- 
ufacturer and operator of 20 retail 
stores, has filed a voluntary bank- 
ruptcy proceeding in southern dis- 
trict court, New York. The com- 
pany, which listed liabilities of 
$2,333,343 and assets of $3,891,851, 
proposed full settlement of claims, 
payable in four equa! instalments. 

Morton Freund Advertising 
Agency, New York, Huyler’s agen- 
cy since July, 1950, has filed an 
action for. services in the amount 
of $1,617.84, and Einson-Freeman 
Co., lithographer, has filed an ac- 
tion for goods sold in the amount 
of $18,784.06. Metropolitan Life: 
Insurance Co., with a claim of 
$893,818, is listed as the principal 
creditor in the proceeding. 


Sets Insecticide Drive 


Pennsylvania Salt Mfg. Co., 
Philadelphia, plans a brief con- 
sumer and trade drive for its new 
garden dust, Knox Out multi-pur- 
pose garden dust, to be packaged 


in a 12-0z. blower dust gun. The drive will not be extensive. Geare- 
Philadelphia, is the 


company points out that because 
of a shortage of insecticides the| 


PRECEDENT-BREAKING—Actor Jean Her- 
sholt, president of the Hollywood Bow! 
Assn., and Ralph F. Yambert, president, 
Yambert, Prochnow, McHugh & Macaulay, 
meet for the signing of the Bowl’s contract 
eppointing the agency to handle its ad- 
vertising, publicity and public relations. 
It is the first agency appointment in 30 
years of operation by the famed outdoor 
amphitheater. 


| Syracuse Adclub Elects 


Dr. Royal H. Ray, chairman of 
the department of advertising of 
Syracuse University, has been 
elected president of the Advertis- 
ing and Sales Club of Syracuse. 
Other officers elected are: William 
P. Conklin, vice-president of Flack 
Advertising Agency, Ist vice-pres- 
ident; David Osborn, vice-presi- 
dent of Syracuse Letter Co., 2nd 
vice-president; Elwood Hollister, 
Merchants National Bank, treasur- 
er, and Elizabeth Frank, Syracuse 


| Better Business Bureau, secretary. 


_ Gage Names Spackman 

Gage Publishing Co., New York, 
has named Wheeler Spackman, 
formerly advertising manager of 
Mining Engineering, as district 
sales manager for the eastern 
territory of Electrical Manufac- 
turing. 


Arthur Hale Joins Mershaw 


Arthur Hale has resigned as ad- 
vertising and promotion director 


Marston Inc., 
agency. 


and art editor of Bantam Books to 
join Mershaw Publishing Corp., 
New York, as executive vice-pres- 
ident. 
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Advances Marberry 

R. M. Marberry, advertising 
manager of Timken-Detroit Axle 
Co., Detroit, has been named mer- 
chandising manager of the Timken 
silent automatic division, maker 
of oil, gas and coal heating equip- 
ment. He also will supervise all 
advertising and sales promotion 
programs. 


Dearborn Chemical to Move 


Dearborn Chemical Co., Chicago, 
manufacturer of No-Ox-Id rust 
preventive and industrial boiler 
feedwater treatment, will move to 
the Merchandise Mart on April 16. 


| The new office also will house 
Dearborn’s Plumite division, and 
Electro-Chemical Engineering 


Corp., a subsidiary. 


| SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 
THE ARTERAFT” SIGN co. 


Orvtetoe 
yA ag my aye 
900 Kibby S. Lime vba 


NY 


| 


And Here’s Your 
Symbol of Excellence 


in Fine Papers... 


Ceaseless research, prime 


materials and matchless 


essence of excellence in 
McLaurin-Jones printing, 


packaging and specialty papers 


them the choice of the 
printing and packaging 
industries for profitable 


MAIN LOBBY, BARCLAY HOTEL NEW YORK City 


Among the wide range of McLaurins 
Jones papers, famed for their ex- 


cellence, are: Waretone, mirror- 


craftsmanship are the 


postcard 


. excellence that makes 
work and 


ing trade 


performance. 


LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND GUMMINGS— 
TECHNICAL, INDUSTRIAL, SPECIFICATION AND CHART PAPERS 


McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 


finish coated paper for printing, 
label, box 


covering, cover and 
work. Guaranteed Flat 


Gummed Papers for labels, seals 
and stickers. Old Tavern Gold and 
Platinum Metallics for labels, box 


printed pieces. Relyon 


Reproduction Paper for the print- 
. A full line of Sealing 
Tapes, Stays, and Gummed Cam- 
brics for boxes, cartons, and 
containers. 


McLAURIN-JONES COMPANY 


BROOKFIELD, MASSACHUSETTS 


Offices: New York - Chicago « Los Angeles 
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SETS IN USE! 


BY A 
FULL TIME 


TELEVISION 
STATION 


9 A.M.’TILT A.M. 


CHANNEL 4 MIAMI 


wt 


REPRESENTED BY 
FREE & PETERS 


LAUNCHES FIRST BIG DRIVE—Participating in Duncan Coffee 
Co.'s first big retail promotion for Maryland Club coffee, 
launched in Dallas recently, were, left to right: Ralph Nimmons, 
manager, WFAA-TV; Phil McHugh, radio and television director, 


(Juanita Ransome); 
Clay Steph 


H. M. Duncan, president, Duncan Coffee Co., Houston; 
Bland, secretary and treasurer of Duncan; Miss Maryland Club 


L. J. 


Cc. Ww. Dvacea, vice-president of Duncan; 


Tracy-Locke Co., Duncan's agency; Dorothy Malone, movie actress; 


BotA Names John Barry 


John R. Barry, formerly adver- 
tising manager of Wilson Bros., 
men’s furnishings and sportswear 
manufacturer, has joined the Chi- 
cago office of the Bureau of Ad- 
vertising as an account executive. 
Mr. Barry previously had been as- 
sociated with Henri, Hurst & Mc- 
Donald; Batten, Barton, Durstine 
& Osborn, and the R. H. Donnelley 
Corp. 


Kenrow Names Daly A. M. 


Kenrow Inc., Atlanta, Motorola 
radio and television distributor for 
Georgia, has named James W. Daly 
as advertising and sales promotion 
manager. He succeeds James E. 
Stanford, who has rejoined the ad- 
vertising staff of the Atlanta Jour- 
nal-Constitution. 


Appoints Gray & Rogers 

Ciba Pharmaceutical Products 
Inc., Summit, N. J., has appointed 
Gray & Rogers, Philadelphia, to 
handle the promotion of Pyriben- 
zamine Expectorant. 


Ritkin Joins Friedman 

Martin Rifkin, formerly with 
White, Berk & Barnes, has joined 
Leon A. Friedman Advertising, 


New York, as production manager. 


Md. Club Coffee 
Gets First Big Push 
in Dallas Market 


Da.tas, April 10—Duncan Coffee 
Co., Houston, has launched its 
first big advertising promotion 
here for its Maryland Club coffee, 
which until recent years was sold 
only to hotels and restaurants. 

The first step in the promotion 
consisted of a fashion show, staged | 
for the company by Dallas Fashion 
Center, a manufacturers’ group. 
The entire year’s campaign in 
Dallas will be built around fashion, 
with “21 First Ladies of Fashion” 
(all of them Maryland Club coffee 
drinkers) to be selected. 

A simulcast of the first fashion 
show was carried on KRLD-TV, | 
and WFAA-TV, and a rebroadcast 
of the affair was scheduled on 
WFAA, KRLD, KIXL, WRR and 
KLIF. 


| 
@ Half-page and 600-line news- 
paper ads in the Dallas News and 
Dallas Times Herald will be sched- 
uled throughout the year, and a 
weekly TV show, “Maryland Club | 


| 


70NE STOP 


SERVICE. 


You'll be pleased and save time 
by using PONTIAC’S complete 
advertising production service. 
Extra phone calls and follow-ups 
are eliminated because PONTIAC 
servicemen expedite your job from 
start to finish. One phone call to 
PONTIAC brings you dependable 
quality and service that helps you 
make those deadlines. 


6 UNIFIED SERVICES 


COLOR PROCESS * PHOTOENGRAVING « 
TYPOGRAPHY « 


PHOTOGRAPHY °* 


PONTIAC 


812 W. Van Buren Street 


ARTWORK 
ELECTROTYPING 


ENGRAVING & 
ELECTROTYPE CO. 
Chicago 7, Illinois 


HA ymarket 1-1000 | 


Roberts, commercial manager, KRLD ond KRLD-TV. 


| perhaps one new city a month is} 


| will not reveal the names of its 


Names Mathewson, Mackey 


| Mathewson, 


ident, Tracy-Locke, and Bill 


Presents,” will be built around so- 
ciety gossip and fashions. 

The decision to sell Maryland 
Club coffee through the use of 
fashion shows, according to Tracy- 
Locke Co., which is handling the 
campaign, was reached when “sur- 
vey after survey. . showed that the 
best avenue of approach to women 
of all income brackets was through 
fashion.” 

More than 50,000 orchid corsages 
were distributed in conjunction 
with the initial promotion for the 
“orchid of coffees,” and when the 
supply ran out Duncan ran a full- 
page ad in the News and Times 
Herald, announcing that it was 
sorry, and would renew the orchid 
offer the following week. 


Full Coverage of 


SOUTH FLORIDA 
Includes 

S.Palm Beach County 
Ft. Lauderdale 
Hollywood 

and Greater Miami 


s Window posters, shelf and coun- 
ter cards and display tuck-ins have | 
been made available to dealers for | 
the campaign. 

Another metropolitan market) 
will be invaded with a big promo-| 
tion this month, and a schedule of | 


contemplated, but the company 


WTVd 


cHannet 4 MIAMI 


“target” cities. 

In addition to Maryland Club, 
Duncan also makes Admiration 
coffee, a popular and much-adver- 
tised brand distributed throughout 
Texas. 


Plans Rug Cleaner Drive 


Plasti-Kote Co., Cleveland, will 
initiate a nationwide campaign for 
its Quick Foam rug and upholstery 
cleaner with an insertion in the 
April issue of Hardware Retailer. 
The new product, packaged in an 
automatic dispenser, will be 
pushed by ads in other hardware} 
and retailing publications, as well! 
as by direct mail. Nationwide 
distribution is expected to be com- 
plete by midsummer. Ohio Adver-| 
tising Agency, Cleveland, handles} 
the account. 


Lawrence, Neff Join JWT 


Walter Allen Lawrence, former- 
ly director of Bacon & Lawrence, 
San Francisco agency, and Richard 
Neff, formerly with Young & Rubi- 
cam, have joined J. Walter 
Thompson Co., New York. 


 § 
TELEVISION 
STATION 


9 A.M./TILT A.M, 


Stanton Rejoins ‘Seventeen’ ‘ 

Carolyn Stanton, formerly on 
the midwestern staffs of Flair and 
Harper's Bazaar, has been named} 
to the midwestern advertising| 
staff of Seventeen, a magazine she 
was with once before. | 


a ak 


GA man 


WTVd 


REPRESENTED BY 
FREE & PETERS 


Philip E. Jones Co., Philadelphia | 
agency, has promoted’ Bruce! 
with the company 
| since 1949, to the position of vice- 
| president. Wiliam E. Mackey has 
joined the staff as art director, | 
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Gimbel’s Wins 
Brand Names’ 
Award for ‘50 


Store’s President Tells 
How Brand Names Help 
Cut Retailers’ Costs 


New York, April 12—‘“It would 
be difficult to conceive of our 
economy without advertising. Ad- 
vertising is the spark plug of busi- 
ness life and has developed our 
brands. It is equally true that 
brands were primarily responsible 
for the development of our adver- 
tising,” Bernard F. Gimbel, presi- 
dent, Gimbel Bros., declared at the 
annual Brand Names Day dinner 
last night. 

Gimbel’s New York store was 
named department store brand 
name retailer of the year. 


Brand names help curb inflation, 


Mr. Gimbel continued. “In this 
time of increasing expenses,” 
said, “the pre-selling done by na- 
tional advertisers helps keep down 
the cost of operation of a retaii 
business. 

“Many people are puzzled as to 
what really makes America great 
and gives it world leadership. The 
fact of the matter is we have the 


he | 


INSIDE ADVERTISING—Highlight of Inside Advertising Week, sponsored by the 
New York Assn. of Advertising Men, was the annual banquet at the Vanderbilt 
Hotel. Shown here is Ray McMartin of Massachusetts Institute of Technology, one 


of the 35 outstanding advertising students who particip ing @ certificate 

from Elise Gammon, Miss Rheingold of 1951. Seated in the bockground is Robert 

Schmidt, ident, Mutual Broadcasting Co., and Vincent J. Assalone, Ameri- 
can Can Co., chairman of the week. 


ce-p 


National Family Opinion Inc. for| he was an account executive and 
BNF. This revealed that eight out; motion picture copy chief for Bu- 
of ten purchases are based pri-| chanan Agency, New York. 
marily on confidence in manufac- Cecil Underwood, who for the 
turers’ known trademarks. past five years has been in charge 
of Warwick & Legler’s radio and 
e Brand name retailer-of-the-year television activities on the Pacific 
awards went to Gimbels and 16 Coast, will continue in that capac- 
other stores, and 48 others re- ity for the agency's national ac- 
ceived runner-up certificates of counts. 
distinction. Radio and TV activities for the 


Brophy Tells Advertising’s Usefulness 
at Syracuse Ad Week; 500 at Meetings 


Syracuse, N. Y., April 10—‘“It 
would be decidedly unwise to con- 
clude at this stage that advertising 
will not be called upon to bring 
in orders—that all selling will be 
‘coasting’—or that there are more 
orders than goods. Such generali- 
zations are hasty and dangerous,” 
according to Thomas D'Arcy 
Brophy, board chairman, Kenyon & 
Eckhardt. 

Mr. Brophy spoke last week at 
a dinner of the third annual Syra- 
cuse Advertising Week, co-spon- 
sored by the Syracuse Advertising 
and Sales Club and Syracuse Uni- 
versity’s school of journalism. Five 
hundred guests were told what ad- 
| vertising is and what its role is in 

a defense economy. 
| Mr. Brophy and James W. 
| Young, senior consultant of J. 
Walter Thompson Co., received 
medal awards for “distinguished 
service to advertising” from the 
journalism school. 


e Mr. Brophy defined advertis- 
ing as “the counterpart in mass 
distribution of the machine in mass 
production,” and pointed up the 
need for continued advertising un- 
der the present economy. 

“It is clear,” he said, “that the 
responsibility for moving goods has 
not been lessened by the defense 
program and our obligations 


(AA, April 9) is “starry-eyed and 
silly.” 

“To place an excise tax on one of 
the tools of selling,” he said, 
“would be one of the finest ways 
to further inflation and to cut 
down government income derived, 
solely, from the sale of goods.” 

Discussing advertising’s present 
role, Mr. McMillan said “we should 
not be panicked into a state of be- 
lief that there is no need for sell- 
ing, that we must put on the ad- 
vertising brakes. By the same to- 
ken, we must keep our heads up 
and our eyes open so that we may 
shift emphasis quickly when it is 
needed. I have never experienced 
a time when it is more necessary 
to keep one’s advertising plans 
completely fluid and copy plans 
highly flexible.” 

He warned against useless in- 
stitutional advertising and “using 
a corporation's money to advertise 
the personal political beliefs of its 

| president or its board.” 


| @ James W. Young, in a luncheon 

talk, suggested ways of waging a 
successful fight against “the mis- 
taken economic theories of the 
Marxists.” 

“There is no doubt in my mind 
that up to this moment we have 
failed to win the battle on this 
propaganda front,” he said, be- 


cause “we have not clearly defi 
free world doctrine and...wh 


largest standardized market in the 


The award winners, and their Los Angeles Brewing Co. account | #>road. On the dynamic activities 
world. This came about through 


categories, are as follows: will be directed by Earl Ebi, who | °f distribution rests that responsi- 


newspaper and national magazine 
advertising, followed by radio and 
many other advertising media 
This created unified, standardized 
wants throughout the nation 
which in turn necessitated mass 
production, which gives us lower 
costs and higher wages. This is the 
basis of our prosperity and the one 
thing where we differ from all 
other nations in the world,” he 
said. 


e Earlier in the day, at the busi- 
ness meeting, John W. Hubbell, 
vice-president, Simmons Co., was 
elected chairman of the board of 
directors of Brand Names Founda- 
tion, succeeding Donald B. Doug- 
las, vice-president, Quaker Oats 
Co. 

Henry E. Abt, president of BNF. 
was reelected for the coming year 
Maj. Gen. Julius Ochs Adler, vice- 
president, New York Times, and 
Theophil H. Mueller, president, 
Julius Kayser & Co., were elected 
vice-chairmen of the board. W. W. 
Wachtel, president, Calvert Distill- 
ers Corp., became chairman of the 
foundation’s executive committee, 
and Frank K. White, president, 
Mutual Broadcasting System, was 
elected treasurer. 

New directors include John 
Platt, vice-president, Kraft Foods 
Co., and Burton R. Tuxford, vice- 
president, Drexel Furniture Co. 

Following the luncheon, at 
which Michael V. DiSalle, direc- 
tor, Office of Price Stabilization, 
gave an off-the-cuff talk on the 
work of his office, the group broke 
up into four conference sessions 
for roundtable discussions on ways 
of preserving the brand identity 
system and advertising in a de- 
fense economy. 


e In the session on advertising 
management, Otto Kleppner, pres- 
ident, Kleppner Co., who presided, 


urged the group not to be fooled | 


by the parliamentarianism in back 
of the proposed excise tax on ad- 
vertising (AA, April 9). Calling 
the committee’s recommendation a 
“supplement,” he said, is merely 


a “gimmick” with which to renege | 


should the protest become too 
strong—and he urged that protests 
should do just that. (See editorial 
on Page 12.) 

The steady increase of consumer 
reliance on advertised and branded 
merchandise was attested to by, 
among other things, a survey by 


Alcoholic beverage, Liords & Elwood, 
Los Angeles; children’s wear, Little Folks 
Shop, Sheboygan, Wis,; Keller Drug Co 
Minneapolis; electrical appliance, Price's, 
Norfolk, Va.; food, Kings Super Markets, 
East Orange, N. J.; furniture, Kunzel- | 
mann-Esser Co., Milwaukee; gasoline | 
service station, Tom Schuon's Gulf serv- | 
ice station, Ann Arbor, Mich.; hardware, | 
Valentine's, Boulder, Colo.; jewelry, S. & | 
N. Katz Inc., Baltimore. 

Men's wear, John David Inc., New | 
York; music, Morgan Piano Co., Miami; 


shoes, Innes Shoe Co., Los Angeles 
sporting goods, Davis-Kiunder, Colorado 
Springs; stationery, Latsch Bros. Inc., 


for seven years was a radio direc- 
tor and producer for J. Walter 
Thompson Co. Prior to that Mr. 
Ebi was a producer-director for 
NBC in Chicago. 


@ Research and media will be di- 
rected by Donald Arvold, who has 
been associated with Batten, Bar- 
ton, Durstine & Osborn in its Min- 
neapolis, Chicago and Los Angeles 
offices since 1938. For the past 


bility. These dynamic responsibili- 
ties are, in the main, personal sell- 
ing and advertising. 

“For moving goods fast enough, 


economically enough and in large 
enough quantities to keep our 
economy prosperous, 


advertising 
is responsible. 


e “In a mobilized economy, ad- 
vertising, in addition to the fore- 


| going, must work to shift consump- 


Lincoln, Neb.; variety, G. C. Murphy Co.,| three years he has been an ac-| tion from scarce items to those in 


McKeesport, Pa.; women's specialty, 
Bergman's, Wilkes-Barre, Pa., and smaller | 
department stores special award of dis- 
tinction, Wise, Smith & Co., Hartford, 
Conn. 


Warwick & Legler 
Sets Up a Large 
Los Angeles Office 


Los ANGELEs, April 12—Warwick 
& Legler, New York agency, will 
move its Los Angeles office into 
new and modern quarters at 8th St. 
and Park View about April 15. The 
agency moved its West Coast op- 
erations from Hollywood to Los 
Angeles just last month (AA, 
March 12). 

A complete advertising unit will 
be maintained here, the agency an- 
nounced, consist- 
ing of copy, art, 
radio and TV, 
media, research, 
marketing, mer- 
chandising and 
production de- 
partments, and 
domestic science 
facilities. 

The new office 
will be headed by 
C. E. Staudinger, 
vice-president 
and a board member of the agency, 
who will handle business contact, 
and Don Gibbs, vice-president, 
who will handle creative contact. 


C. E. Staudinger 


es Mr. Staudinger has been asso- 
ciated with Warwick & Legler in 
New York for the past five years 
as an account executive on the 
Fabst Brewing Co. and Hoffman 
Beverage Co. accounts. For 14 
years prior to that he was a vice- 
president and account executive 
with Sherman K. Ellis & Co. 


Don Gibbs also formerly was as- | 
sociated with the Warwick &) 
Legler New York office. Before 


| joining the agency six years ago 


count executive in Los Angeles for | 
Rexall Drugs. | 

The art department will be un- | 
der the direction of Vernon R.| 
Wosnak, who for 15 years has been | 
art director of Brisacher, Wheeler | 
& Staff here. 

James Cobb, new production | 
manager, has been associated in| 


ready supply. Advertising can tell 
about the scarcities that exist and 
what is happening to materials, to 
‘condition’ people and enlist their 
understanding. At the same time, 
advertising persuades people to 


|buy other and more available) 


goods,” he said. 
“In 1941, the question of adver- 


there is no doctrine there is 
propaganda.” 

This lack of doctrine Mr. Yo 
termed our chief weakness in co 
bating communism, and he urge 
program of “socially consci 
capitalism” as the main weapon. 

Certificates of merit for adv 
tising excellence were awarded 
the group to local agencies, adv 
tising directors and companies 
40 categories of competition. 


Direct Mail Must 
‘Buck Laziness and 
Other Media: Hoke 


| 
Cuicaco, April 10—The chief 
stacles that letters and other fo 
of direct mail face in deliveri 


the same capacity with Dana Jones | tising’s usefulness in war had to) selling messages’ are reader la 


Co. during the past four years. 


Gray Mig. Names Cabot | 
Advertising Director 

Perry Cabot | 
formerly an ac- 
count executive 
with Dickie-Ray- 
mond Inc., Bos- 
ton, direct adver- 
tising company, 
has been ap- 
pointed director 
of advertising of 
the Gray Mfg 
Co. Hartford, 
Conn., maker of 
the Audograph 
(electronic sound 


Perry Cabot 


writer). 

Mr. Cabot was at one time a 
member of the advertising depart- 
ment of the Liberty Mutual In- 
surance Co., Boston. 


Appoints Gerber Agency 
Joseph R. Gerber Co., Portland, | 
Ore., has been named to handle the 
advertising of the Pacific-Interna- | 
tional Livestock Exposition for | 
1951, which will be held Oct. 6-14. | 
Hollis Goodrich has been ap-'| 
pointed to handle publicity. 


Has 282,000 TV Sets 


Union Electric Co. of Missouri 
reports that there were 282,000 
television receivers installed in the 
St. Louis area as of April 1. On 
March 1 there were 268,000 sets. 


Sargent Names Duff V. P. 


J. Bryer Duff, general sales 
manager of Sargent & Co. New 
Haven, Conn., hardware and locks, 
has been named a vice-president 
of the company. 


—there is no doubt in anyone's 
mind that advertising will have a 


| major part. 


“Once again we find the govern- 
ment turning to advertising for as- 
sistance in building a unified de- 
fense against an overwhelming 
menace. 

“Once again the Advertising 
Council and American business 
have been asked to recruit as many 
volunteers as possible for the 
armed services. 

“Once again we are asked to sell 
U. S. savings bonds. 


es “Once again advertising is en- 
gaged in organized campaigns to 
stimulate increased efficiency in 
our production system. 

“Once again advertising is asked 


to lend its strength to hold down | 


the menace of inflation—to add to 


public understanding of the cause | 


and cure of an enemy as deadly as 
communism itself. 

“Once again, in a matter of days, 
advertising will be asked to help 
increase the supply of steel scrap, 
without which the sinews of our 
defense program cannot be made,” 
Mr. Brophy said, adding: “The di- 
mensions of these programs are 
challenging to the whole voluntary 
system which America refuses to 
abandon even in an emergency, 
and which advertising must help 
sustain.” 


s George S. McMillan, vice-pres- 


ident in charge of public relations, 
Bristol-Myers Co., declared the 
proposed excise tax on advertising 


| be proved. Today—teh years later ness and competition from ot 


media for the reader's time, Her 

| Hoke, editor and publisher of T 

| Reporter of Direct Mail Advertis- 
| ing, told members of the Chicago 
| Industrial Advertisers Assn. yes- 
| terday. 

| Mr. Hoke listed four basic faults 
contained in most direct mail. 
They are: (1) useless words and 
| phrases; (2) incorrect expression 
of thought; (3) improper arrange- 
ment of words and phrases; and 
| (4) the use of such “selfish” words 
| as I, we, our, my, mine and us. 
Discussing the best formula for 

| the first line of a letter, he said: 
| “Make a definite statement or ask 
a question. Say something new, 
different or interesting. If you ask 
‘i question, ask one which will re- 
| ceive a ‘yes’ answer. 

“A good way to end a letter is 
with a postscript,” he added. “Most 
people look first at a letter’s sig- 
nature. A good, strong P. S. mes- 
sage will receive high readership.” 


Doolittle Appointed A. M. 

George L. Doolittle, space sales- 
man with Thomas Ashwell & Co. 
since 1945, has been appointed ad- 
vertising manager of Export Trade 
& Shipper and Exporters’ Encyclo- 
pedia. He succeeds Charles F. 
Levitt, who remains with the com- 
pany as special advertising repre- 
sentative. 


Lawrence Joins K&E 

Dorothy Lawrence has joined 
the copy department at Kenyon & 
Eckhardt, New York. Previously 
she was with Young & Rubicam 
and McCann-Erickson. 
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Salmon Packers Form Alaskan PR Group 


Seattie, April 11—The Alaska} 
Salmon Institute, a public rela- 
tions organization, has been 
formed by salmon packers to tell 
the story of their industry to peo- 
ple in Alaska. Headquarters have 
been established in Seattle with of- 
fices also at Juneau and Ketchi- 
kay. 

The object of the institute, as 
stated in the announcement, is “to 
promote both the industry and the 
welfare of Alaska.” The Alaska 
saimon industry, it was stated, “has 
a good story to tell, a story of a 
typical American enterprise, and 

. through the dissemination of 
truthful information there can 
come about better understanding.” 

The institute has begun sponsor- 


ship of Sunday radio broadcasts of 
Sam Hayes, Pacific Coast news- 
caster, in Alaska. Also scheduled 
are bi-monthly ads, three columns 
by 12”, in daily and weekly news- 
papers in the territory, relating es- 
sential facts about the industry. 
The organization has published a 
12-page booklet, “Welcome to 
Alaska,” as a promotion piece for 
the territory. 

Mac Wilkins, Cole & Weber here 
handles the account. 


Krupnick Appoints Adair 

Glenn A. Adair has been named 
production manager of Krupnick & 
Associates, St. Louis. He formerly 
held the same position in the St. 
Louis office of Arthur Mogge Inc. 


ONE OF THE 


FASTEST GROWING 


TV MARKETS 


An Average of 150 FAMILIES 
Is Added to the 


WOW-TV AUDIENCE 
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in the home you live in... 
in the stores you buy in... 


in the armed forces... 


work in... 
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SOUND! 


MILESTONE—First ad in the new “corporate” campaign of Syl- 
vania Electric Products is this four-color spread in The Saturday 
Evening Post of March 31. It will be followed by single pages 
and spreads throughout the spring and fall. 


advertised by divisi 


Diversified Sylvania 


Previously, Sylvania sound, sight theme. 


ion, “thus, the full impact of its diversified 
electronic and electrical contributions has never been achieved.” 


products ore tied together here in the light, 
Cecil & Presbrey is handling. 


Miller Cites Data on Radio's ‘Efficiency’ 


New York, April 11—The medi- 

an half-hour evening network ra- 
dio program as of December, 1950, 
was 93% more efficient, in terms of 
homes reached per dollar ex- 
pended, than its TV counterpart, 
| Hal Miller, manager of radio-TV 
research, Biow Co., said last week. 
| Mr. Miller made the statement in 
}a speech before the American 
Marketing Assn. His remarks were 
concerned with the topic, “Has 
Television Overtaken Radio?” 

Updating his research to Febru- 

ary, 1951, the agency researcher 

| found the median 30-minute na- 
tional broadcast to be “75% more 
| efficient” than the median 30-min- 
| ute network telecast. 

“This investigation of the trend 
cards further revealed that in De- 


million that were reached by the! 
{median half-hour evening radio} 
program,” Mr. Miller said. In| 
terms of total number of persons 
reached, “Texaco Star Theater” 
(NBC-TV) does better than the 
highest rating radio show, he 
added. 


e “As our yardstick in current! 
calculations, we are using an aver- 
| age of 3.2 viewers per TV program 
| and 2.3 listeners per radio pro-| 
| gram. Thus, weighting the homes | 
| reached by the number of persons | 
viewing or listening, we found) 
| that the difference in home con- | 
| tacts between radio and TV is not 
as great,” it was said. However, he 
noted that radio generally still 
|continues “to reach more people | 
than television.” 
“The impact value of your radio 
or TV commercial must somehow 
| be weighted in these calculations. 
| There is little doubt in most folks’ 
| minds that a television commer- 
cial, which can be both seen and 
| heard, constitutes a much more 
powerful advertising message than 
{the commercial on radio which 
can only be heard... 

“One way of weighting the value 
of commercial impact for these two 
media is on the basis of a two-to- 
one relationship. This ratio as- 
sumes that man’s senses are of 
equal value 


e “One of the biggest advertisers 
in the country accepts not a two-| 
to-one but a three-to-one relation- 
ship...We noted that the effi- 
ciency of radio over TV was 93%. 
By weighting for commercial im- 
pact value the homes reached per 
dollar expended, in a ratio of 
two to one, the efficiency of the 


median radio and TV programs 
would be virtually the same. Using 
the three-to-one relationship 
would, of course, make TV more 
efficient than its radio counter- 
part.” 

Mr. Miller said local comparison 
of the efficiency of AM and TV 
give a substantially different pic- 
ture. In Boston, for example, tele- 
vision already seems to have 
forged ahead of radio in this re- 
spect, he asserted. 


To Lang. Fisher & Stashower 
International Molded Plastics 
Inc., Cleveland, manufacturer of 
plastic dinnerware, has retained 
Lang, Fisher & Stashower, Cleve- 
land, to handle its advertising. 
Magazines and trade publications 
are being used. Burton Inc., Cleve- 
land, which was dissolved six 


| weeks ago, formerly serviced the 


account. 


KLOU Appoints Ra-Tel 

KLOU, Lake Charles, La., has 
named Ra-Tel Representatives as 
its national representative. The 
1,000-watt station ista CBS affil- 
iate. 


Wayne Rives Named Partner 
in Rives, Dyke Agency 

Wayne Rives has resigned as 
vice-president of Oil & Gas Jour- 
nal, Tulsa, to become a partner 
in Rives, Dyke & 
Co., Houston 
agency. Other 
partners of the 
agency are Earl 
Rives and Frank 


i) 


Dyke. 

In 1935 Mr. 
Rives joined Oil 
& Gas Journal as 
advertising rep- 
resentative in the 
Gulf Coast area. 
In 1946, he was 
named advertis- 
ing manager of the Journal and 
Petroleo Interamericano, with of- 
fices in Tulsa. Mr. Rives returned 
to Houston in 1948 when he was 
elected vice-president in charge of 
the Gulf Coast division. 


=> 


? 


Wayne Rives 


KGB Appoints Gunzendorfer 

Wilton L. Gunzendorfer has been 
named general manager of the 
Don Lee owned and operated KGB, 
San Diego. He replaces Fran Ide, 
who has resigned. Mr. Gunzendorf- 
er had been sales manager of KYA, 
San Francisce. 


Engraving and Electrotyping 
under one roof means 
faster — better 


service for you. 


(ilobe Engraving 
and Electrotype Company 
Black and White—4 Color Process 


HA 7-5305 711 SO. DEARBORN STREET - CHICAGO 5 
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Nielsen Contracts with ABC Net 


to Give Sponsors Marketing Help 


(Continued from Page 1) 
customers. 

5. To determine the marketabil- 
ity of programs measured by prod- 
uct sales in both rural and urban 
areas. 

6. To determine consumer buy- 
ing habits compared with factory 
and jobber figures on _ certain 
products to aid the advertiser in 
determining the true effectiveness 
of his radio programs. 


es “As a constructive approach to 
radio advertising, Mr. Nielsen and 
members of his staff will under- 
take to keep the ABC sales force 
thoroughly informed regarding the 
current marketing problems and 
practices of the food and drug in- 
dustry in order that they can 
better coordinate radio research 
information with soap, drug, gro- 
cery and canned goods market 
studies,” he said. 

When asked to indicate specifi- 
cally how the company will go 
about comparing the advertising 
effectiveness of radio with other 
media, Mr. Nielsen sidestepped the 
question. He did point out, how- 
ever, that in the case of radio 
versus TV, it could be done by 
making comparisons in TV and 
non-TV areas. He added that it 
might not be possible in every case. 


se Mr. Nielsen used these illustra- 
tions to show the type of informa- 
tion the service will seek to de- 
velop: Suppose an advertiser 
thinks his radio show is not doing 
a good selling job because sales 
are down. When investigating this 
particular case, Nielsen may find 
that the market for the entire com- 
modity is falling off, but that the 
advertiser’s share of the market 
is increasing. 

Suppose another company feels | 
that radio is not producing sales | 
in satisfactory quantity. Nielsen 
data may indicate that this adver-| 
tiser’s product is a slow seller be- 
cause of faults in the product, 
packaging or distribution. Or it 
may be that a manufacturer's 
share of the total advertising in 
the field is falling off. In general, 
a brand must maintain a certain 
share of the total advertising in its 
field if it wants to hold on to its 
share of the total sales, Mr. Niel- 
sen believes. 


@ The integral part of the new 
Nielsen marketing service is the 
“Nielsen Radio Index Program 
Market Rating,” now being intro- 
duced after almost two years of 
testing. The program market rat- 
ing, or Nielsen PM rating, as it 
probably will be tagged, will be} 
delivered to clients who subscribe 
to the complete Nielsen radio and | 
television service. | 

In addition to the regualr PM} 
ratings, clients and networks 
which have signed (e.g... ABC) 
will be able to obtain separate pro- 
gram market ratings for individual 
programs. 

The PM rating itself is compiled | 
as follows: If there are, say, 1,500) 
homes on a panel and a program 
has a listening rating of 10%, 150 
homes obviously comprise that 
program's audience. 


es For a given commodity—tooth- 
paste, for example—the families 
which listen to the program are 
compared with the total sample) 
of 1,500 to determine whether they | 
consume more, less or the same | 
amount of toothpaste as the aver- | 
age family on the entire panel. 

If the average consumption of | 
the 150 families listening to the 
program is exactly equal to the 
average consumption of all 1,500 
families, the PM rating is 100. If 
listeners consume less than the 


| over-all average, the rating is less ote eS 4 


than 100. If listeners consume more PS 
than the panel average, the rating Fe 
is higher than 100. 

To date, most of the scores range 
from 60 to 150. 


Heritage to Lewis Agency 


Heritage Fabrics Co., distributor 
of drapery and upholstery fabrics, 
has appointed Sidney Lewis & As- 
sociates, New York, to handle ad- 
vertising and promotion. Interior 
decorating magazines and direct 
mail will be used. 


Becomes Esmond & Dore 


Lawrence Esmond Advertising 
Corp., New York, has changed its binst 
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name to Esmond & Dore. Robert 
M. Dore will be executive vice- 
president in charge of operations. 


ted by O'Mara and Ormsbee, Inc. 
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IT'S BASY! 


HOW CAN you keep dealers agog about your product 
at a time when you have no “great new line" to 
announce? BBDO Buffalo gets favorable attention 
from dealers who handle the Easy Washer line by 
keeping the advertising "different"—and not be- 
ing afraid of "corn." Trade ads like this create 
almost as much excitement among dealers as Easy 


pages in the national consumer magazines. 


SUNDAY FUN 


AMONG THE brightest of Sunday evening shows seen 
on television is "B. F. Goodrich Celebrity Time" 
(CBS-TV network). With Conrad Nagel (right) as host, 
famous—name guests—a man and a woman—meet to 
match wits with Coach Herman Hickman (left) and 
Martha Wright. It's good fun that is making a 

lot of friends for B. F. Goodrich tires and 
thousands of local B. F. Goodrich dealers. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc 


Advertising 
NEW YORK + BOSTON + BUFFALO + FITTSR ROM + CLEVELAND + DETROIT 
CHICAGO + MINNEAPOLIS + SAN FRANCIECO + HOLAY®OOR + LOs shOnLES 


FOUR YEARS of use in the magazines have ritmly 

established the readable “big-type" format as 

distinctively De Soto's own. Each year the basic 
format is given a freshening fillip. Last year it 
was with heads by artist Alajalov. For 1951, gay 
little spots point up some interesting features 
of the new De Soto. Copy remains short and to the 
point. Advertising for De Soto is by BBDO Detroit. 


iq 
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"B&M BEANSIE," that likable animated beanpot, is 

a hustling new salesman for B&M Baked Beans, prod- 
uct of BBDO Boston's client Burnham & Morrill 

In newspaper comic strips and rotogravure pages, 

in magazines, on TV and radio, Beansie tells the 

story of B&M's home-cooked flavor, delicious va- 
rieties and low-cost nutrition. Food brokers are 

paying respects to Beansie with increased orders. 
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TV Tube Prices Cut 


Three major television tube man- 
ufacturers last week reduced the 
price of the cathode ray picture 
tubes to receiver manufacturers. 
Allen B. DuMont Laboratories, 
Passaic, N. J., cut tube prices by 
$1.50 to $11, while Radio Corp. of 
America, Camden, N. J., reduced 
the price of a 17” rectangular pic- 
ture tube $4.25. Sylvania Electric 
Products cut the price of its 17” 
rectangular tube $2.50 and its 20° 
tube $8.75. 


OUR PROCESS 


ELIMINATES RETOUCHING 


ON DUPLICATE COLOR PRINTS 


Our color control method enables us to ¢ 
your original color prints, retaining al! 

i i original, with such 
exactness that retouching on the duplicate is 
eliminated. 

Nationa! advertisers find our process makes 
big savings in time and retouching costs, 
when duplicates are needed for offset or let- 
terpress pletes or when re-proportioning of 

iginal color prints is necessary. 

€ guarantee satisfaction YOUR 
MONEY BACK. Write for FREE sample 


and prices. 
CHAS. W. BURGESS CRerteon-Buvpees 


518 Fifth Ave., S$. ecoonete, Minn 


Hartigan Finds 
Readership Data 


(Continued from Page 1) 
honestly, explained that he must 
then ask himself the question: 
“Whom am I to believe?” 

Moreover, Mr. 
clared, “The figures supplied by 
| these reader studies in no way con- 
form to the information supplied 
by the Audit Bureau of Circula- 
tions.” 


es Mr. Hartigan posed an objection 
to the practice of presenting a 
readership study of advertisements 
appearing in a single issue of a 
newspaper. 

“I can visualize two automobile 
ads in a single issue. Ad No. 1 
might have as an illustration an 


attractive layout including a 


His Sponsors Alone 
Make a Sizable Audience 


Fulton Lewis, Jr. is sponsored locally on more than 340 


Mutual stations by 572 advertisers. 


The roster of busi- 


nesses represented is too long to detail here, but this brief 


summary shows their scope: 


93 automotive agencies 
19 auto supply and repair companies 


6 bakers 


51 banks and savings institutions 
26 brewers and bottlers 

58 building materials firms 

29 coal, ice and oil companies 


14 dairies 


23 drug stores 


department stores 


16 food companies 
43 furniture or appliance stores 
17 hardware stores 


14 jewelers 

14 laundries 

real estate and 
94 miscellaneous 


insurance agencies 


His program is the original news co-op. It offers local 
advertisers network prestige, a ready-made and faithful 
audience, a nationally known commentator—all at local 
time éost with pro-rated talent cost. Since there are more 
than 500 MBS stations, there may be an opening in your 
locality. Check your Mutual outlet—or the Cooperative 


Program Department, Mutual 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago, 11). 


asting System, 


Hartigan de- 


reached 


| 
| 


} 
| 


‘GODFREY BAFFLES THE MATION 


oe 


NO TWINS—The new “natural curl” 
slogan, Arthur Godfrey, girls who aren't 
twins, ond the pany’s TV guessing 
game feature this Toni Co. page, sched- 
uled for the April 23 issue of Life. 
beautiful woman wearing a de- 
collete costume. This undoubtedly 
would attract a lot of attention and 


for beauty and style, the manu- 
facturer has something to brag) 
about. 

“I can also visualize ad No. 2 
with an actual photograph of an 
engine to get across to the me-| 
chanical-minded the advantages of | 
a well-designed and economical | 
| engine. 

“When the readership of these | 
two ads is compared, ad No. 1 will | 
unquestionably attract more male) 
and female readers, but this does | 
not necessarily mean that it per- 
forms a better advertising job. | 
| Ad No. 2 could have reached fewer | 
|} readers, yet possibly could have 
100% of those whose) 

minds required information on the | 
| particular advantages of the mech- 
| anism.” 


| 
e Mr. Hartigan also questioned the | 
advisability of studies “which in-| 
form me that Page 1 is the most 
| widely read in the paper, and Page 
| 2 or 3 is the second best, and that | 
the sports page received due con-} 
sideration and rank. But when I 
ask why they do not put my ad 
on these all-important pages, I am | 
informed that they do not accept} 
advertising on those pages. 
“Then, again, I have asked why 
it is my ad receives so poor a 
rating in comparison with competi- 
tion. Is it because I am on Page 26 
and competition is on Page 10? 
And the answer is simply that they 
could not place my ad on Page 10 
because it was too large for that 
particular date. This is a very 
poor answer.” 


e Mr. Hartigan praised the co- 
operative advertising plan pio- 
neered by his company, saying 
that this method of distributing an | 
advertising appropriation “is one 
of the reasons, if not the main 
|/reason, why we at Campbell- 
Ewald enjoy the respect and co- 
operation of newspapers.” He ad-| 
vised other agencies seeking to in- 
augurate such a program to “dis-| 
tribute your advertising according | 
to your sales. Put it into effect and 
|keep it in effect regardless of 
pressures from any level.” 
Primarily, Mr. Hartigan was re- | 
ferring to the General Motors sys- | 
tem of handling cooperative funds, | 
under which effective control of 
co-op funds is kept in factory 
| hands. 


Secrets Romance Group 
Increases Rates, Guarantee 
Effective with the July, 1951, is- 
sue, Secrets Romance Group, New 
York, comprising Secrets and Re- 
vealing Romances, will increase its 
advertising rates, based on a new 
guarantee of 1,125,000. The basic 
page rate for the group will be 


raised from $1,835 to $2,000. The 
new guarantee for Secrets will be 
| 725,000, and the page rate will go 
| up from $1,330 to $1,435. Reveal- 
‘ing Romances will increase its page 
rate from $665 to $792, with a new 
guarantee of 400,000. 


j}and prompted 


' 


Price Jump in 
Pulp Imports May 
Mean Allocation 


WASHINGTON, April !2—Sky- 
rocketing prices for imported pulp 
are worrying government officials, 
speculation this 
week that consumers of pulp, in- 
cluding the paper industry, may 
soon be under allocation. 

At a meeting with kraft paper 
industry members today, officials 
of the National Production Author- 
ity expressed fear that the mount- 


° 


ing pulp prices may curtail im-)| 


ports at a time when demands for 
containers and packaging mate- 
rials are increasing. 

NPA officials said a drop in im- 
ports would undoubtedly result 


} 
| 
| 


in controls. Several forms of con- | 


: | trol, including percentage restric- 
perhaps get across the point that| tions on various pulp-consuming 


industries, were discussed. 


® Officials of the Office of Price 
Stabilization concede that in the 
absence of international agree- 
ments they are helpless to curb 
prices charged by overseas ship- 
pers. Last week, Swedish pulp was 
selling for $255 to $290, compared 
with $135 to $145 for domestic 
pulp (AA, April 9). 

OPS officials also have been un- 
easy about prices for newsprint, 
though at this writing prices of 
imported newsprint—80% of the 
U. S. supply is from Canada—are 
holding to levels established last 
fall. 

Officials say Canadian producers 
have promised to notify OPS be- 
fore upsetting this price level. 

With U. S. publishers using all 
available newsprint, NPA officials 
were studying a plan to set up an 


| ger of the Palm 
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emergency reserve for “hardship” 
ases. 

The plan under study calls for 
an agreement with Canadian pro- 
ducers to hold a portion of their 
production—1% or 2%—for emer- 
gency cases. 

At the present time, U. S. news- 
print producers are required to re- 
serve 5% of their output for gov- 
ernment orders. Since U. S. mills 
produce relatively small percent- 
ages of the nation’s newsprint sup- 
ply, the impact of this set-aside 
has been concentrated on a hand- 
ful of publications. 


Walsh Named Ad Manager 
of Palm Beach Co. 


John J. Walsh, 
formerly assist- 
ant manager, has 
been named ad- 
vertising mana- 


Beach Co., Cin- 
cinnati, maker of 
men’s and boys’ 
Palm Beach suits. 

Marshall Ack- 
erman, formerly 
internal relations 
manager of Gim- 
bel’s, New York, 
has joined the Palm Beach adver- 
tising staff in the New York office. 


John Walsh 


American Tobacco Elects 
Alfred Bowden to Board 


Alfred F. Bowden, in charge of 
public relations for American To- 
bacco Co., Flemington, N. J., and 
assistant to three successive presi- 
dents, including the present one, 
Paul J. Hahn, has been elected to 
the board of directors. 

At the stockholders meeting, Mr. 
Hahn reported both unit and dollar 
sales show an increase in the first 


quarter of 1951 over the same peri- © 


od last year. The stockholders ap- 
proved a proposal for the reduc- 
tion of officers’ incentive compen- 
sation, and an increase in the com- 
pany’s authorized common stock 
from 6,000,000 shares to 10,000,000. 


@ Sales of their products in Bur- 
goyne store panels gave these national 
advertisers prompt answers to sales 


and advertising problems. 


@ You too can insure profits. Have 


@ Then proceed on a regional or na- 
tional basis from the facts speeded to 
you in our monthly audit reports of 


sales of your product and competition 


. .. with any promotion idea. 


@ Tell us what you want pretested 


and where. 


(us set up your pretest in two or three 
‘of the above recognized test cities. 


pretest... curtain 
raiser to profit 


ROCKFORD 


@ The nation’s second larg- 
est machine-tool center, top 
furniture maker, 422 fac- 
tories humming in the cen- 
ter of a prosperous 13- 
county farming community. 
@ With effective family 
buying income of $6,037 
Rockford well merits the 
reputation of being one of 
the best test cities of the 
Midwest . . . it’s isolated 
from other markets, too! 
@ Retail Sales: Rockford 
$176,940,474.00 . . . ABC 
1950. 

@ Population: ABC City 
Zone 122,601, ABC Trad- 
ing Zone 595,390. 

@ One medium... ROCK. 
FORD MORNING STAR 
and REGISTER-REPUB- 
LIC ...combined average 
daily circulation 82,259... 
100% coverage of ABC 
City Zone! 


Wurgoyne Grocery & Drug ; ae 


FIRST NATIONAL BANK BUILDING « 


CINCINNATI 2 
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CBS Cuts Radio 
Rates 10-15% 
in All Markets 


(Continued from Page 1) 
now.” 

When asked why CBS had de- 
cided now is the time to give in to 
advertisers’ demands for lower 
time schedules for radio, Mr. Stan- 
ton said: “You need only to look 
at what’s happening to get the an- 
swer to that one.” 

When queried for a reaction to 
the ANA'’s latest study on radio 
values, he asserted that Columbia 
executives made no predictions for 
the future. 


es It is clear that CBS sought to 
avoid the difficulties encountered | 
last year by National Broadcast- 
ing Co., when NBC asked broad- 
casters in TV markets to accept 
a rate cut, reportedly without prior 
consultation with its stations plan- 
ning and advisory committee. 
Strong opposition from major af- | 


filiates caused NBC to scuttle this) 


proposal. 

“We feel the decision is wise 
under the existing circumstances,” 
I. R. Lounsberry, general manager, 
WGR, Buffalo, and chairman of 
the CBS affiliates advisory board, 
said. “The logic seems proper, and 
the problem has been handled fair- 


ly from the standpoint of the sta- | 


tions.” 


ew There was a great deal of dis- 
cussion on the subject, and the 


board did not oppose it, though | 


the board—a consulting group— 
does not actually vote on such poli- 
cy matters. These decisions are 
left to the stations individually. 

Asked if he thought stations out- 
side the television areas would ob- 
ject to being given a cut, Mr. 
Lounsberry commented: 

“We should forget this business 
of television and non-television 
markets when talking about a na- 
tional network. Suppose there are 
stations in the sticks not affected 
by TV; unless the major market 
stations are kept solvent, there 
won't be any network service.” 


se A spokesman for National 
Broadcasting Co. declined com- 
ment when asked if that company 
will follow CBS’s lead in lowering 
network radio rates. He also re- 
fused to say NBC has made fur- 
ther overtures to its affiliates in 
this direction, after having failed 
to obtain approval for such a re- 
duction last December. 

American Broadcasting Co., 
which is currently engaged in a 
campaign to get all of NBC’s after- 
noon radio advertisers, using pro- 
gram contributions and a 25% 
full-hour one-time rate as bait, re- 
leased this statement: “ABC will 


continue to maintain its competi- | 


tive advantage among the three 
major networks. We shall meet the 


eR  feteiny fw pg = et 


vanilla 


AD—This is the first page of six continuous 

color pages scheduled in Life (April 16) 

and Better Homes & Gardens (May) by 

S. C. Johnson & Son for its woxes and 

polishes. Needham, Lovis & Brorby is 
agency. 


the step, Nielsen said that the cost 
of rating network programs “has 
steadily climbed and now comes to 
several thousand dollars a year 
per program.” And it also asked: 
“How can a national network audi- 
ence research service be main- 
tained on a sound financial basis 
when non-subscribers have free 
access to data regarding their pro- 
grams?” 


es The company said that despite 
its $8,000,000 investment in Niel- 
sen audience ratings and eight 
years of operations, it still is “suf- 
fering very substantial current 
deficits.” 

Three courses of action were 
open, Nielsen explained. It could 
|reduce costs and cut service, in- 
crease charges, or “eliminate the 
unsound practice of publishing 
non-subscriber data.” And it chose 
the third alternative. 

Net effect of the step, Nielsen 
explained, will be to provide cli- 
ents with ratings on 85% of all 
sponsored network programs. 


CBS Buys Hytron; 
Gets Set to Make 
Color Video Sets 


New York, April 13—Columbia 
Broadcasting System this week ar- 
ranged for the acquisition of the 
business and assets of Hytron Ra- 
dio & Electronics Corp. The agree- 
ment, which is subject to the ap- 
proval of the stockholders of both 
companies, will provide CBS with 
facilities for making color televi- 
sion sets should the Supreme Court 
uphold the Federal Communica- 
tions Commission’s decision ap- 


| proving the Columbia system of 


colorcasting for commercial use. 
The television and radio tube 
manufacturing business of Hytron 
and the TV and radio set manufac- 
turing business of its subsidiary, 
Air King Products Co., will con- 
tinue under the management of its 
present officers, according to a 
joint announcement by William S. 
Paley, CBS board chairman, and 


competition.” |Lloyd H. Coffin, Hytron board 


Frank White, president of Mu- | 


tual, said he is “reserving com- | 


ment pending completion of analy- 
ses we are making in connection 
with the CBS reduction.” 


Nielsen Eliminates 
Non-Subscriber Data 
from Rating Reports 


Cuicaco, April 12—A. C. Niel- 
sen Co. announced this week that 
Nielsen Rating-Reports henceforth 
will include only the sponsored ra- 
dio programs for which the com- 
pany is paid—either by the spon- 
sor or by the agency. Other spon- 
sored shows will not be included 
after the report for the first week 
of March. 


chairman. The arrangement calls 
for the Hytron stockholders to re- 
ceive 31 shares of CBS stock for 
each 100 shares of Hytron stock 
they own. 


e Started in 1921, Hytron is one 
of the oldest radio and TV tube 
manufacturers in the country. 
With Air King and its subsidiary, 


| Royal Wood Products Mfg. Co., 
Hytron is equipped to make TV 


picture tubes, receiving tubes, and 
TV and radio sets, including cabi- 
nets and chassis, CBS pointed out. 
Also announced this week was 
the completion of arrangements by 
Columbia for a $15,000,000 loan 


from Prudential Insurance Co. of | 


America and Metropolitan Life 
Insurance Co. “he 20-year loan 
will be used for general corporate 


In a four-page explanation of 


purposes. 


Last Minute News Flashes 


Benton Takes Up Support of Educational TV 

Wasuincton, April 13—Senator William Benton (D., Conn.) took 
the Senate floor this afternoon to charge that not enough is being done 
to encourage educational telecasting. He said the matter is too impor- 
tant to be left in FCC hands. It is expected the Senate interstate com- 
merce commission will investigate the matter. 


Nehi Signs for Half-Hour Mutual Program 

Co.umsvus, Ga., April 13—Nehi Corp. will present the “RC Jamboree” 
over Mutual starting May 5 at 8 p.m., CDT. The 30-minute time pur- 
chase for Royal Crown cola was made through Batten, Barton, Dur- 
stine & Osborn, with the program to originate at WMAK, Nashville. 


Junket Signs as Garry Moore TV Sponsor 

LirtLe Fauus, N. Y., April 13+Junket Brand Foods division of Chr. 
Hansen's Laboratory Inc. will join Garry Moore's lineup of TV sponsors 
(CBS) effective June 7. The time—1:30 to 1:45 p.m., EDT—was 
bought through McCann-Erickson. 


Temptin’ Names Bumberg: Other Late News 


| @ Temptin’ Products Inc., which recently appointed Jay Gabriel Bum- 

| berg Advertising, New York, as its agency, has begun distribution in 

| the New York area for Temptin’ hair makeup. The product, which 
retails at 89¢ for a 1-oz. jar, will have distribution in key eastern cities 
within the next few weeks. Advertising is concentrated in TV spots. 


|@ Standard Brands International has appointed Robert Otto & Co., 
New York, to handle advertising of Blue Bonnet margarine in Latin 
| America. J. Walter Thomspon Co. formerly handled this account. 


e Arranbee Doll Co., New York, has transferred its account from Lan- 
caster Advertising to Anderson & Cairns, New York. Magazines and 
business papers will be scheduled. 


e Arthur Keating, formerly president of Nesco Inc., Chicago, has been 
elected chairman of the board, and William Howlett, formerly execu- 
tive vice-president, has been named to succeed him as president. Alfred 
J. Kieckhefer, former board chairman, has been elected vice-chairman. 


e Congoleum-Nairn Inc., Kearny, N. J., has canceled the Dave Garro- 
way video show, effective at the close of the current cycle in June. 
Several prospective sponsors already have shown interest. Despite 
sporadic agitation for moving the show to New York, such a move 
seems unlikely at the present time. 


Supermarket Case Before Supreme Court 
Will Challenge Validity of Fair Trading 


Wasuincton, April 10—A New) 
Orleans supermarket contended in| mean that manufacturers and dis- 
the Supreme Court today that it/tributors of fair traded foods, 
cannot be forced to respect the! drugs, appliances and other trade- 
fair trade price for Calvert or Sea-| marked products would have to 
gram whiskies unless it enters into| enter into agreements with each 
a contract with the distillers or dis-| customer, or seek legislation to 
tributors. overcome the weakness in the law. 

Attorneys for Schwegmann/A verdict is expected before the 
Brothers, owner of the supermar-| court adjourns in June. 
ket, told the court that so-called| Following today’s hearing, Maur- 
“non-signer clauses,” which bind! ice Mermey, director of the Fair 
all retailers in a state once a con-| Trade Education Bureau, said, 
tract is completed with any one| “Fair trade groups will go to Con- 
retailer, have become the basis! gress for help in the event that 
for nationwide price-fixing con-| the Supreme Court knocks out the 
spiracies in restraint of trade. state enforcement machinery.” 

While the case before the court; Monte Lemann, attorney for the 
| deals with Schwegmann’s right to/ distillers, argued this afternoon 
| cut the price of Calvert ~~ that Congress left it to the states 
| and Seagram Seven Crown, friends} to determine how fair trade con- 
| and foes of fair trading recognize | tracts were to be enforced. Drug 

that the life of fair trade as now groups, ardent sponsors of fair 
constituted rests on the court’s de- trade, retained Judge Samuel I. 


| cision. | Rosenman to support the distillers. 


| Reed-Jones Agency Formed; 
Acquires Export News Service 


Reed-Jones Inc., an internation- Hospital Management, Chicago, 
al public relations agency, has has announced that a field study 
been formed with offices at 141 E.|of the advertising readership of 
44th St., New York 17. The agency | the May, 1951, issue will be con- 
is geared to serve U. S. industries | ducted by an independent research 
in foreign markets. Joseph A.|company. This follows a pioneer 
Jones, former manager of Detroit| study of advertising readership 
export department of the Automo- | conducted a year ago, based on the 
bile Manufacturers Assn. and vice- | May, 1950, issue. 
president of Irwin Vladimir & Co.,| A booklet describing the results 
is president. Vice-president is Paul | of this study has been made avail- 
D. Reed Jr., formerly with Pan-j able to advertisers and agencies 
American Airways and the Wash-| by the publication. The May issue 
ington Evening Star. : will close May 1, the issue will be 

The agency has acquired Export | in circulation May 15, and the in- 
News Service, which since 1944 has | terviews with hospital administra- 
been disseminating industrial and/|tors in many cities will be con- 
scientific news to the overseas|ducted early in June. Hospital 
press. Associate offices are main-| Management is a member of the 
tained in Buenos Aires, Rio de| Audit Bureau of Circulations and 
Janeiro, Santiago, Bogota, Lima,| Associated Business Publications. 
Caracas, Mexico City, Panama 
ee Saee, Manila, Paris and Dixie Fryer Bows in N. Y. 


‘Hospital Management 
Plans Readership Study 


Eau Claire, Wis., used co-op ads 

K-F Advances Berger in five New York newspapers, 
E. W. Berger, assistant general 
sales manager of Kaiser-Frazer 
Corp., Detroit, has been promoted 
to assistant to Walter deMartini, 
vice-president in charge of sales. 
|Frank J. Brosnan, eastern sales 
manager, has been named to suc- 
ceed Mr. Berger as assistant gen- 
eral sales 


following tests in the Midwest 
and Pacific Coast. Retailing for 
$37.95, the fryer will be featured 
in a full-color page in Life, April 
30. Melamed-Hobbs, Minneapo! 

manager. is the agency. 


A decision for Schwegmann will | 


April 8, to introduce its Dixie-} . 
Fryer in this area. This completes; A- C. Nielsen Co. of Canada; 
national distribution for the fryer| Charles W. Smith, management 


| 


Movies’ Anti-Trust 
Problems Will Not 
Hamper TV Requests 


Wasuincton, April 12—Theater 
operators came away from today's 
conference with Wayne Coy, chair- 
man of the Federal Communica- 
tions Commission, confident that 
anti-trust problems of the motion 
picture industry have not impaired 
their opportunity to get TV li- 
censes. 

Representatives of the Theater 
Owners of America said Chair- 
man Coy said FCC's recent report 
on treatment of TV applicants with 
anti-trust records is no threat to 


'exhibitors who are seeking TV 


licenses or special channels for 
theater TV. 

The delegation—including Gael 
Sullivan, executive director of 
Theater Owners of America; Nath- 
an L. Halpern, TV consultant to 
Fabian Theaters; and Marcus 
Cohn, TOA television counsel— 
visited the FCC chairman to dis- 


| cuss portions of the commission's 
| anti-trust statement criticizing the 


motion picture industry for its un- 
willingness to release new pictures 
to TV. 


® Following the conference, the 
group said Chairman Coy promised 
that all applications would be 
judged on a case-by-case basis. 

The group said Chairman C 
expressed hope that motion pict 
producers would produce spec 
films for TV, while continuing 
produce feature films for thea 
exhibition. 

“Chairman Coy recognized t 
the television broadcasters’ n 
for film to fit advertising time se; 
ments call for special film produ 
rather than the feature films p 
duced for theaters,” the group sa 


Marketers Elect 


Brown President 


New York, April 12—George 
Brown, professor of marketing 
the University of Chicago, 
been elected president of t 
American Marketing Assn. to su 
ceed Everett R. Smith, research 
rector of Macfadden Publicuti 
He will take office July 1 alo 
with other officers and direct 
elected by a mail ballot of the a 
sociation’s 4,000 members, it w 
announced today. 

As retiring president, Mr. Smith, 
who will continue during the com- 
ing year as a director, chairman of 
the public policy committee and a 
member of the executive commit- 
tee, announced the preparation of 
an official statement by the asso- 
ciation on “economic mobiliza- 
tion,” which will be the first of a 
series expressing “considered and 
authoritative opinion on economic, 
legislative and judicial matters 
which affect or are affected by 
marketing generally.” 


s Other officers elected include: 
Thomas G. MacGowan, manager 
of marketing research, Firestone 
Rubber Co.; Robert J. Eggert, Ford 
Motor Co., and Reavis Cox, pro- 
fessor of marketing, University of 
Pennsylvania, vice-presidents; Ira 
D. Anderson, chairman, depart- 
ment of marketing, Northwestern 
University, secretary; Donald E. 
West, market research director, 
) cCall Corp., treasurer. 

New directors are: B. Frank 
Lynip Jr., statistician, California 
& Hawaiian Sugar Refining Corp.; 


National Pressure Cooker Co.,| Richard H. Moulton, director of 


market research, General Foods 
Corp.; Dean M. Prather, president, 


consultant, McKinsey & Co.; Hugh 
G. Wales, associate professor of 
marketing, University of Illinois, 


lis, and Henry G. Baker, University of 
Georgia. 


4 


ce be engl eg ee 


Eo ee Meee A eS ea es oo = : oe io: as Be ll es eee. os fe 
2 ae free £45 e ees Yk x y 4 2h ae hee - ee eS i = eat | ee hy ar Pe eae ty ee 
= Cae Ce. ae cc iy ee Res i 7a age 8 ee i a Pare ae ree 
Es <a 
gers 
me 
ae 
' nae, 
es 
or bast Housen ives Pita 
eo oh i 
i a 
‘ £ ; 7 Pe 
- ae 
‘ ear 
» 3 = 
2 ie, 4 es 
a. » 7 Cat 
ey , CAs 
ea BA es 
Pe oe ‘ baad, 
j ee ae a/~ fl rial My 2 
} — | —_ F oeaitt 
= pee, 
“sy apy 
eagle sioabdilie oe 7 
| pacer a 
Car. 
{ eee Oo, 
ye, ee 
ne 
d Mic 
eae 
Score 
7a 
_ a 
ae 
Sieis 
he hy 
ee. 
pet 
| gt 
Po = 
Pa ot 
ie 
ee Bera 
ee ‘4 
ote 
ces 
. < sagele 
Mee 
o bg 
aoe 
is 
Ce ee 
ee ae 
" —- ex 
} ae — 
ti ie 
| ag 
a 
B47. 
, ge 
PC aes: 
Set 
PE ae 
ag 
a lle 
Page 
we ¥ 
| Y oy. wo 
j heat 
a 
i » PF 
} 8 
ae a 
C.. % 
as 
at 
ss 
eS 
o 
s a 
a Rae ke 
ae 
OS 
= 
~ ie oa 
PF St 
oe. 
em 
nts, he 
ce 
fae 
aah 
Mr 
Pk 
a 
ee % fy 
ieue 
« x 
oar 
OX aks 
tage 
pe HES ¥ 
ea. 
ae 
ees? 
i oe 
pe ¥ Bs 
' ely a 
, i 3 
NG 
ber a 
) ‘ee 
oA om 
Pe 
ao 
, ae Ps 
gn 
ne 
ee ods 
. ; a ae: 
\ — 
sean 
" ae oes 
i, 2) 
* 7 $ % ate RE ao 
ed ee ae ; Ey 4 i ee e4 Sone 
of peere, wea. ae 7 ak — rn - as eee Re te Sees ll aa oe 
+ A) Oe Ye ae * is ae : ee lf | : | es Pics re ee 1s 


Advertising Age, April 16, 1951 


1 feo } 

bel == =il 

= ie ees «ll 

oso [Ree | SSS] | || 

ot om, a — ies 

I limatih ioe sil 
. 7 


a — 
~“ 

— 
—_ erat ass ORL 

—_ © 
amine . | COOSmNUDOH 4 
—— 
ome amet AEE is 
mmm | unl a 
— 
meme | Ae. ORANG REFERER 


AGENCY HOLDS SESSION—Wilbur VanSont, president of VanSant, Dugdale & Co., 
Baltimore agency, addresses management, sales and advertising executives ot a 
luncheon arranged by the agency at the Sheraton Belvedere Hotel April 9. 


VanSant, Dugdale Holds Advertising Panel 
Discussions for Eastern Business Leaders 


BaLTIMorE, April 10—Business 
needs more, not fewer, media in 
which to advertise its products in 
today’s high-gear economy, ac- 


cording to R. E. Daiger, vice-pres- | 


ident of VanSant, Dugdale & Co. 
here. 

Mr. Daiger made this assertion 
yesterday before a group of busi- 
ness executives attending a series 
of panel discussions on “Advertis- 


ing at Work,” arranged by the 
VanSant agency. 

New advertising media never 
have sounded the death knell for 
older forms of advertising, he 
pointed out, and it is important 
despite the rapid strides made by 
television, to keep in mind that 
that there is plenty ci room for all 
media in an economy as big as this 
country’s is today. 
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tter Hands Are Dealt 
to Makers of Products for the Lucrative Medical Market 


Space Budgets.” 


Medical Journols 
42 States. Write for 


=: 


STATE JOURNAL 
ADVERTISING BUREAU 
of the American Medical Assn. 
535 N. Dearbern St.,Chicage 10 
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To illustrate the healthy condi-; 


tion of ad media at the present, 
Mr. Daiger charted the growth 
from 1935 to 1950 of circulations 
and ad expenditures among major 
| media. He quoted the following 
| figures as evidence of media de- 
| velopment, outside the field of 
| television: 


es Outdoor advertising expendi- 
tures: 1935—$31,100,000; 1950— 
$140,700,000. 


$281,600,000; 1950—$838,700,000. 

Newspaper expenditures: 1935— 
$762,100,000; 1950—$2,059,000,000 
— including a 15-year rise in local 
expenditures from $610,300,000 to 
$1,539,600,000; and a 15-year na- 
tional rise from $151,800,000 to 
$519,400,000. During the 
period circulation rose from 87,- 


was a great surge in Sunday maga- 
zine sections which now have a cir- 
culation of 49,044,735 in 138 Sun- 
day newspapers. 

Magazine expenditures: 1935— 
$136,300,000; 1950—$517,000,000— 
concurrent with a 15-year rise in 
circulation in weekly, women’s, 
general and farm magazines from 
75,000,000 to 150,000,000 and a 
growth in the use of color by ad- 
vertisers from 19% in 1935 to 48% 
in 1950. 

Business paper expenditures: 
1935—-$5 1,000,000; 1950-—$248,000,- 
000. At the same time, business 
paper circulations climbed from 
5,087,000 to 13,959,000. 

Radio: The number of radio sta- 
tions has tripled since the end of 
World War II. Total radio homes 
numbered 41,500,000 in 1950, cov- 
ering 95.5% of all urban homes 
and 88.6% of all rural homes. And 
radio advertising expenditures in 
1950 reached the $658,000,000 
mark, including $397,500,000 of 
national advertising and $260,500,- 
000 of local advertising. 


@ There are six fundamental 
benefits of advertising, all com- 
bining to produce increased sales 
volume through properly planned 
advertising done in_ sufficient 
amount, Wilbur VanSant, president 
of the agency, told the assembled 
executives. 

The six benefits are: (1) moti- 
vating the sales force; (2) getting 
distribution; (3) indoctrinating 
dealer organizations; (4) building 
| dealer loyalties; (5) creating con- 
sumer needs; and (6) building 
permanent brand preferences. 
“Analyze each one of these rea- 
sons for advertising in relation to 
| a warm-war economy for the next 
| ten years,” he urged his audience. 
| 


|e “Any manufacturer who fails to 
| see the new and different—but 
vital—need for each of these six 
| functions is preparing to join that 
| select company of past advertisers 
headed by Pyles Perline, Force, 
| Sapolio, Sweet Caporals, Ned Jor- 
an and Pear’s soap,” he added. 

“Markets are minds. And mar- 
kets must be built and serviced 
|and continually modernized, just 
| like a manufacturing plant. Ad- 
| vertising is the force that has de- 
| monstrated its ability to mold the 
|minds of the trade, distribution 
and consumers to believe in prod- 
ucts and keep them leaders in the 
field,” he concluded. 


| 
| 


| The tool that literally makes ad- 
vertising work—at the point of 
sale, at the dealer level, on the 
sales force—is merchandising, 
Harry F. Brian, VanSant vice- 
president, told a group of execu- 
tives at the meeting. 

Reviewing the types of merchan- 
dising tools that make advertising 
produce better results, Mr. Brian 
used case histories based on ex- 
periences of the agency's clients. 

He told, for example, how Black 
& Decker Mfg. Co., Towson, Md., 
long-time maker of automotive 
}and industrial tools, had entered 


Direct mail expenditures: 1935— | 


same | 


096,000 to 112,546,000, and there | 


AWARD WINNER—Stanley 
president of the National Cash Register 
Co. and the Community Chests & Councils 
of America, is shown presenting the 1951 


Cc. Allen, 


Red Feather Award to Alex Osborn 
(right), vice-chairman of the board, 
Batten, Barton, Durstine & Osborn. The 
Red Feather Award is the highest recogni- 
tion given annually to the outstanding 
volunteer leader “for distinguished na- 
tional service’ to Community Chests. 


new line of tools in 1946. Two gift 
promotions were used to generate 
distributor, dealer and consumer 
enthusiasm to peak heights twice 
a year, and a well-proved advertis- 
ing device (Hollywood star testi- 
monials) was used to attract extra 
attention. Promotion timetables 
were set up to insure the proper 
timing of advertising and mer- 
chandising pieces directed to sales- 


men, distributors, dealers and 
finally, the ultimate consumers, 
he said. 


‘Lux Theater’ Again Tops 
Nielsen Pacific AM Ratings 

“Lux Radio Theater” again took 
first place. in the Pacific Nielsen- 
Rating report on evening shows in 
February. “People Are Funny” and 
“Our Miss Brooks” wound up in 
second and third positions, respec- 
tively. 

The first ten evening programs 


were 

Rank Program Rating 
1 Lux Radio Theater 25.2 
2 People Are Funny ... 20.0 
3 Our Miss Brooks . 19.0 
4 Red Skelton 18.2 
5 Charlie McCarthy (8:30) 17.6 
6 My Friend Irma 17.1 
7 Bing Crosby 16.4 
8 Life of Riley 16.1 
9 Grand Ole Opry 15.9 | 
10 You Bet Your Life 15.8 


O'Connell Names Knudsen V.P. 

Will Knudsen, art director with 
R. T. O’Connell Co., New York, has 
been elected a vice-president of 
the agency. 


! 
7) 
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Free Inspections 
of Tires Offered 
by Dayton Rubber 


New York, April 10—Dayton 
Rubber Co. is inaugurating a new 
“save-your-tire” conservation pro- 
gram. 

Special advertising for an in- 
definite period will be carried in 
five automotive publications— 
Fleet Owner; Super Service Tire 
Review; Tire, Battery & Accesso- 
ries News; Tires Service Station, 
and Transport Topics. In addition, 
cooperative advertising will be un- 
dertaken with dealers, using news- 
papers and radio and television 
spots. Later, newspaper advertis- 
ing may be undertaken by Dayton 
Rubber. Geyer, Newell & Ganger 
is the agency. 


@ Dayton’s two-point program to 
keep cars, trucks, buses and trac- 
tors rolling throughout the emer- 
gency includes: 

1. A tire inspection clinic where 
a tire expert will inspect each tire 
and record its condition, noting 
any injuries and recommending 
what can be done to keep it serv- 
iceable. This service is free. 

2. A booklet on “How to Stretch 
Tire Mileage to the Utmost” is be- 
ing distributed to every car owner 
who visits any of the several thou- 
sand clinics 

The company has just completed 
mailing several hundred thousand 
tire inspection records and book- 
lets to dealers and distributors. 


Proetz Award Judges Named 
The Women’s Advertising Club 
of St. Louis has announced the 
judges of the 1951 annual Erma 
Proetz award competition. They 
are: Fairfax M. Cone, chairman 
of the board of Foote, Cone & Beld- 
ing, Chicago, as chairman; Fred- 
erick W. Boulton, vice-president of 
J. Walter Thompson Co., Chicago; 
Budd Gore, advertising manager of 
Marshall Fieid & Co., Chicago; 
Harlow P. Roberts, vice-president 
of Goodkind, Joice & Morgan, Chi- 
cago, and A. L. Johnson, advertis- 
ing manager of International Show 


| Co., St. Louis. 


Sales Aid Firm Changes Name 

Farkas-Jenssen-Farkas, Chicago, 
creator and producer of sales pre- 
sentations, direct mail and point 
of purchase selling tools, has 
changed its name to X-Ray Visual 
Sales Method Inc. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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National Nielsen-Ratings of Top Radio Shows Radio, Printing. 


4A 


Week of March 4-10, 1951 
All figures copyright by A. C. Nielsen Co. 


have joined O, S. Tyson & Co., 
New York, as assistants in the 
production department. 


t 
Putman Publishing to Move 
Putman Publishing Co., Chicago, 
will move from 737 N. Michigan 
Ave. to its own building at 111 E. 
Delaware PI. on April 28. 


Current Previous Humes Current Points 
Rank Rank Programs (000) Rating Change | 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,478) (8.3) (+03) 
1 1 Lux Radio Theater (CBS) 8,129 194 — 09 

2 88 Pabst B Ribbon Bouts (CBS) ..7.459 178 +134 

3 5 Charlie McCarthy Show (CBS, Coca-Cola) 7,165 17.1 +.) 

+ 2 Jack Benny Show (CBS. Lucky Strike) 7.124 17.0 —24 

5 3 Amos ‘n’ Andy (CBS. and 6.495 155 — 03 

6 8 Red Skelton (CBS. P&G) 6.160 47 +17 

7 4 Godfrey's Talent Scouts (CBS, Lever-Lipton) 6.076 145 — 11 

8 6 My Friend Irma (CBS. Lever Bros.) 5.950 142 — 03 

9 22 Horace Heidt Show (CBS, Philip Morris) 5.908 “41 + 33 

10 7 Walter Winchell (ABC. Richard Hudnut) 5.405 12.9 — 01 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,179) (5.2) (*+0.1) 

1 1 A 8, Bee 4,526 108 — 02 

2 2 Tide Show (CBS, P&G) ..... 2.2... 6.00005 . 3,939 9.4 + 0 

3 a Club 15 (CBS, Campbell Soup) .......... 3,729 8.9 + 12 
WEEKDAY (AVERAGE FOR ALL eee (2,388) (5.7) (0. 0)| 

1 1 Arthur Godfrey (CBS, Liggett & Myer 4,190 10.0 — 04 
2 2 Romance of Helen Trent (CBS, Whitehall 4.148 9.9 C.0 
3 3 Our Gal, Sunday (CBS, Whitehall) 4,023 9.6 0.0 
a 8 Big Sister (CBS, P&G) eee 3,729 89 +04 
5 a Wendy Warren <, General Foods) 3,729 89 — 02 
1 6 «=6_—s Mla Perkins (CBS, P&G) cis cee 87 + 01 
4 7 ll Pepper Young's emits (NBC, P&G) ..... «3,646 8.7 + 07 
8 12 + < to Happiness (NBC, P&G) jens héeeewene 8.3 + 06 
9 5 Arthur Godfrey (CBS, Nabisco) 3,436 82 — 06 
10 13 Guiding Light (CBS, P&G) ... 3,394 81 + 05 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,299) (3.1) (+ 0.2) 
1 1 True Detective Satate (MBS. Williamson) . 3,939 9.4 + 01 
2 2 The Shadow ( Army & Air Force) . ‘ 9.2 0.0 
3 3 Martin Kane, Private Eye (MBS. U. S. Tobacco) 3,017 7.2 + 02 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,221) (5.3) (~0.1) 
: 1 2 Stars Over Hollywood (CBS, Armour) a 4,065 9.7 — 02 
2 3 Armstrong Theater (CBS) ‘ 3,687 8.8 — 10 

3 7 Give and Take (CBS, Toni) 3,520 64 + 20 

. 
Videodex Network TV Ratings 
Week of March 1-7, 1951 
Copyright by Jay & Graham Research Inc. 
Program Popularityt Total Homes Reached 
Homes Homes 

Rank Program (%) Rank Program (000) 

1 =‘ Texaco Star Theater (NBC, 61*) 60.3 1 Texaco Star Theater (NBC. 61*) 6.680 

2 ~=Talent Scouts (CBS, Lipton 2 Comedy Hour (NBC, Colgate, 57*) 4.773 

Tea, 23*) 47.7 3 Boxing—Charies vs. Walcott 

3 Comedy Hour (NBC. Colgate 57*) 45.0 (CBS, Pabst, 52*) . 4.662 

4 Boxing—Charle: vs. Walcott 4 Godfrey & Friends (CBS. Par- 

(CBS, Pabst, 52*) 445 ay 49*) 4.107 

5 Godfrey & Friends (CBS, Par- 5 Your Show of Shows (NBC, Par- 

ticipating, 49*) 6 ticipating, 56*) 3,977 

6 America apelauds Richard ate 6 = Talent Scouts (ees, Lipton Tea, 23*) 3.972 

(NBC, Red Cross Shoes, 47* 405 7 Fireside Theater (NBC, P&G, 44*) . 3.887 
7 Fireside Theater (NBC. PAG. 44°) 40.3 8 America Applauds Richard _ 
8 Your Show of NBC, Par (NBC, Red Cross 47* 3.849 
OS . rere 37.9 9 You Bet Vour Life (NBC, Oetaio- 

9 Mama (CBS, General Foods, 30*).... 36.6 Plymouth, 61*) 3,661 
10 = Boxing (NBC, Gillette, 34*) ........363 10 = = One (CBS. ‘Westinghouse. s478 
+Per cent of TV homes reached in those cities where the program was telecast. 7 
*Number of cities in which program was telecast. 

Two Join O. S. Tyson Agency Bennett Joins Lever Bros. 

Charles H. Denhard Jr., formerly Charles F. Bennett, formerly 
with the National Broadcasting with McCann-Erickson, has been 
Co., and William O’Brien, previ- named assistant merchandising 
ously with Prentice-Hall Corp., manager for Lever Bros. Co., New 


York. He will be responsible for 
merchandising activities of Rinso 


and Spry. 


Stone Heads Detroit Office 


W. H. Stone, account executive 
of Meldrum & Fewsmith, Cleve- 
land, has been named manager of 
the agency's Detroit office. 


Merits Your Attention 


impact. Clear and colorful. . . 
bright and brief . . . outdoor ad- 
vertisements like this are seen and 
remembered! It’s the best method 
for putting your product before 
people's eyes... making your sales 
message stick with them ‘til they 
buy. GOA impact merits your im- 


a ply Houses 


mediate attention. General Out- 
door Advertising Co., 515 S. 
Loomis St., Chicago 7, Ill. 


‘Publishing Taken 
Off Essential List 


WaAsHINGTON, April 10—The ra- 
dio and printing and publishing in- 
dustries were smarting this week 
under the unexpected action of 


€| Secretary of Commerce Charles 


|} Sawyer eliminating them from a 
| revised list of essential activities. 

The new list, issued for the 
guidance of draft boards and the 
| armed services in deferring re- 
servists, contained only 25 broad 
| headings, compared with nearly 75 
|}last August, when printing and 
publishing and broadcasting were 
classified among the activities 
| warranting consideration. 

While neither radio nor print- 
ing and publishing were con- 
sidered “critical” during World 
War II, both remained on the es- 
sential list. This recognition as “es- 
sentiai” was frequently of value in 
securing scarce materials and in 
other emergency situations. 


Both groups are expected to ask 
Secretary Sawyer to reconsider 
their status. Each believes it meets 
the criteria used by the joint La- 


bor-Commerce Department com-| 


mittee on essential activities and 
critical occupations. 

These criteria are: 

1. Be essential to the defense 
program or to the minimum civil- 
ian health, safety or interest. 

2. Be inadequate to meet de- 
fense and minimum civilian re- 
quirements or for which a serious 
short supply is indicated. 

3. The current level of employ- 
ment in the activity must be main- 
tained or increased. 

In the original list last August, 
most wholesale and retail distribu- 
tion trades also obtained recogni- 
tion. 

The new list is confined largely 
to industries which produce weap- 
ons, basic materials or essential 
transportation and common carrier 
communications services. Produc- 
tion of containers and of pulp, 
paper and paperboard remain 
on the essential list. 


i 


Dulane Promotes Wall 
to V. P. of Merchandising 

Thomas E. Wall has been named 
vice-president in charge of mer- 
chandising of 
Dulane Inc., Riv- 
er Grove, IIL, 
manufacturer of 
Fryryte automa- 
tic electric dee 
fryers. He will 
have full respon- 
sibility for all 
sales and adver- 
tising operations 

Mr. Wall joined 
the company in 
June, 1949, as 
western sales 
manager and was promoted to 
general sales manager Jan. 1, 
1950. 


Thomas Wall 


THE LETTER SHOP Ie 
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431 S. Dearborn St 
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THESE INSTITUTIONS NEED YOUR CATALOG OF MASs- 


FEEDING, 


@ Dealers, 


MASS-HOLSING 
Jebbers and Sup- 


PRODUCTS 


@ Utilities 


@ Government Procurement 


Ofices @ Asylume, 
@ Hotels, Motels State Institutions 
@ Hospitals and Sanitarioms 
@ schools 
@ Industrial Cafeterias @YMCA’s. 
YMHA’ 


@ Restaurants and Cafeterias 

@ Steamship Lines and Ship- 
vards 

@ Railway Systems 

@ Airlines 


Justitutions 


& A 


FOR THE DISTRIBUTION OF YOUR CATALOG MATERIA 


@ Army, Navy and Government 
Institutions 


@ Offer and Public Buildings 


@ Colleses and Universities 


@ City and Country Clubs 


@ Architects, Fagineers, Deeo- 
raters and Designers 


@ Other Institutions 
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Your Catalog 1s your First step 


IN YOUR SALES, PROMOTION AND ADVERTISING PROGRA 


Municipal and 


YWCA‘s and 


1801 Prairie Avenue 


Your catalog material, when 
permanently bound in INSTI- 
TUTIONS CATALOG DI 
RECTORY, climinates any 
possibility of your product in- 
formation being mis-filed, mis- 
placed or purposely discarded. 
Highly Selected Catalog 
Distribution 
Completely blanketing BIG 
Buyers in institutions through- 
out the nation. INSTITU- 
TIONS CATALOG DIREC. 


Used daily by thousands of 
food and equipment buyers, 

INSTITUTIONS CATALOG 
DIRECTORY keeps your cat- 
alog material at buyers’ finger 
tips for instant daily use... | 
when orders are being written. 


Makes Your Products 
Easy to Specify 
Your catalog in INSTITU- 
TIONS CATALOG DIREC. 
TORY assures the specifice- 
tion of your product from the 
time plans are first formulated 
fication. 
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“Yes, all of us Safeway Store 


managers are glad about it, too. We 


expect our advertising in The New York Times 


“I'm glad to see that to help us sell as much as it 


Safeway Stores will advertise 


every Friday in The New York Times. 
It’s my favorite newspaper i 


”? 


for shopping! 
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Safeway, now advertising every Friday in The New York Times, is the newest addition to the growing list 
of grocery advertisers who use The Times to reach the “best customer” families in the world’s biggest food market, 
where The Times has been the advertising leader since today’s homemakers were little girls. 
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